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Rough Proofs 


When Eddie Rickenbacker signs a 
jull-page newspaper ad_ inviting 
people to travel by air, a lot of them 
are practically certain to accept, 


especially if Eddie will agree to go 


along. 


. io ae. 


Americans of German descent are 
running eds denouncing Hitlerism 
and all the Nazis stand for, even 
though men like Rickenbacker and 
Eisenhower have already done that 
for them with even greater elo- 
quence. 


wo. Me 


People who are worried about 


radio commercials being too com- 
mercial might ask Art Nielsen’s 
Audimeter to find out just when 
it is that owners of combination sets 
switch over to their records. 


v v v 
Those “100 leading economists” 
who decried wartime advertising 


were nicely pigeonholed by 
eminent Hoosier, Elmer Davis, with 
the comment, “I should say that this 
is the opinion of a certain number of 


economists which reflects their 
views and not necessarily any 
others.” 


7 


Followers of George M. Cohan 
and recipients of advertising orders 
may now join in singing that pathet- 
ic little ditty entitled, “Mary was a 
grand old name, and so was Lord 
& Thomas.” 


v 
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With the famous combination of 
L & T no longer on the advertising 
scene, there may be a bright future 
ahead for a couple of live young 
agency executives entitled Laird 
and ‘Latnain. 

v v v 

“U. S. Publications Can Carry 
Liquor Copy in Canada,” headlines 
ADVERTISING AGE, 

Instead of carrying coals to New- 
castle, the ads may 
Canadian Club to Canadians. 


vy? 
The WLB granted New York 
newspaper delivery employes a 


wage increase of $5 a week retroac- 
tive to July 1, but condemned the 
union for calling a strike. That ter- 
rific slap on the wrist must have 
hurt, boys. 
vy YF 
Maybe a part of that $200,000 
they’re raising to make a new study 
of advertising might be used to ex- 
plain some of the things reported 
a year ago by the boys at Harvard 
v ’ v 
“Murray D. Lincoln, president of 
the Cooperative League, paid trib- 
ute to the cooperative spirit of radio 
executives,” says a news story. 
From a man who had just gained 
his point this was nothing short of 
cooperative. 


v 


v v v 
Women in war work, asserts the 
Detroit Free Press, “are earning 
more money than ever before in 
their lives, and they know how to 


spend it.” 
With women that’s natural in- 
stinct. 
v v v 
Market research suggests that 


there may be almost as much cof- 
fee as ever, under rationing, so you 
can remind yourself that the second 
cup never tasted quite as good as 
the first, anyway. 
v v v 

That cheery musical note you 
heard introducing 1943 to a much 
too gloomy world was the an- 
nouncement that canary breeders 


have decided to increase their out- 
put. 


Copy Cus. 


| violent 


| good response from storekeepers. 


|/many months. 


that | 


merely carry | 


Wickard Unveils 
Points Rationing; 
Montgomery Quits 


Washington, D. C., Dec. 30.—Food 
Administrator Wickard’s announce- 
ment this week that canned, dehy- 
drated, and quick-frozen foods 
would be rationed under the points 
system early in 1943 precipitated 
controversies on_ several 
fronts but met with surprisingly 


Press reports from a number of 
metropolitan cities indicated little, 
if any, run on canned goods stocks, 
which had been depleted and under 
voluntary rationing by grocers al 


Principal criticism came from the 
organized professional consumer 
ard cooperative movement, whose 
spokesmen have repeatedly scored 
Price Administrator Leon Hender- 
son for “slowness” in rationing es- | 
sential foods. 

The professional consumer attack | 
was spearheaded by Donald E.| 
Montgomery, who resigned his post | 
as consumers’ counsel for the 
United States Department of Agri- | 
culture in protest, charging that the | 
new food administration was not 
making adequate provision for pro- 
tecting the interests of the con- 
sumer. 

Roy F. Hendrickson, director of 
the Food Distribution Administra- 
tion, commended Mr. Montgomery 
for his “substantial contribution” to | 
the consumer movement, and an- 
nounced that Secretary Wickard had 
directed him to strengthen and ex- 
pand consumer work, and to select 
a successor immediately. 

Mr. Montgomery in a special 
press conference contended that his 
resignation marked the end of the 
last, but one, of the half-dozen 
New Deal consumer experiments. 


Runs Through the Roll 


Missing from Washington today 
are the Consumers’ Advisory board 
of the NRA; the consumer division 
of the National Emergency Council; 
the consumer division of the Depart- 
ment of Labor; the special adviser 
to the President on consumer prob- 
lems; and the once-important con- 
sumer division of OPA, now a 
minor segment of Robert Horton’s 
information department, according 
to Mr. Montgomery. 

The consumer counsel of the 
Agricultural Marketing Administra- 
tion, during Mr. Montgomery’s ad- 
ministration, published a consum- 
er’s guide, which reached a larger 
circulation than any other govern- 
ment publication, and fostered the 
organization of the consumer coop- 
eratives throughout the country. 

At the instigation of Mr. Mont- 
gomery, the Cooperative League of 
the U. S. A. called for a conference 
on Saturday, Jan. 2, of religious, 
educational, economic and _ labor 
groups to protest further against 
the food rationing administration. 
John Carson, Washington represent- 
ative of the League, announced that 
he had invited Secretary Wickard 
and Price Administrator Leon Hen- 
derson to attend. 
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WPB Orders 10% 
Cut for Dailies 
and Magazines 


Follows Suggestions 
of Industry Advisory 


Committees 


Washington, D. C., Dec. 31.—Fol- 
lowing the suggestions of its news- 
paper and magazine industry ad- 
visory committees, the War Produc- 
tion Board today issued formal or- 
ders which are intended to cut the 
1943 paper consumption of these 
publications an over-all 10%, by 
ithe issuance of two limitation or- 
‘ders, L-244 for magazines and L-240 
for newspapers. 

Under the new orders, newspapers 
will be limited individually to the 
tonnage of newsprint required for 
'their net paid circulation in 1941, 
plus 3% allowance for waste, thus 
resulting in an approximate 10% cut 
on last year’s tonnage. 

Magazine publishers 


Admen agreed that the best-read news- 
paper advertisement of last week was 
this full page for Eastern Air Lines, pri- 
marily because of the signature of Eddie 
Rickenbacker which is appended to it. 
Sixty newspapers carried the copy 
throughout the airline's territory. 


Advertising Given 
Unusual Tribute 
by Sec. Morgenthau 


Washington, D. C., Dec. 31.—The 
advertising field’s contributions to 


Secretary uf the Treasury Henry several magazines toge ser, adding 


Morgenthau, Jr., who expressed |? paper stock availabie for a par- 


thanks in a year-end message to the | ticular publication and subtracting | 


Advertising Council, for the “truly | from one or several others in the 
wonderful help you have been giv- | PUblisher’s fold. 
ing the Treasury in our war financ- Dailies Restricted 


ing campaigns.” 
Newspapers, however, cannot fol- 


“The council’s advice and assist- | 
ance contributed a great deal to the | low this procedure, since each paper 


success of the December Victory | must figure 1943 newsprint tonnage 
Loan which went over the top by|on the basis of its 1941 require- 
more than three billion dollars, and | ments. 

also to the growing sales of Series E| Curtailment orders covering 


war bonds which are reaching rec- 
ord breaking volume this month,” 
Mr. Morgenthau said. 


books, containers, commercial print- 
ing and production of paper are ex- 
pected to follow the initial WPB or- 
“Your work has not only been |ders for magazines and newspapers, 
competent in every way, but I ap-|and probably will be announced 
preciate especially the willingness | over the weekend. 
with which your help has been! The advisory committee for the 
given at all times. It has made my|magazine industry recommended 
task here much easier’ and the same | after a meeting Dec. 19 that the flat 
is true, I know, of other government|10% reduction in print paper be 
departments.” (Continued on Page 25) 


Last Minute News Flashes 


Quaker Oats Names Elrick; Plans Test Copy 

Chicago, Dec. 31.—The Quaker Oats Company announced today the 
appointment of Robert F. Elrick, formerly research director with Ruth- 
rauff & Ryan, to direct the company’s advertising and marketing research. 
At the same time, Quaker Oats disclosed that test advertising of its new 
line of Aunt Jemima dehydrated soups will be launched shortly in Wis- 
consin. Newspaper copy will emphasize the instant preparation and 
economy of the three varieties, to be distributed by a wagon jobber. 
The product also will be tested, without advertising, in Iowa markets. 
Sherman K. Ellis & Co., Chicago, will handle promotion of the new line 


Seagram-Distillers Advances Victor Fischel 

New York, Dec. 31.—Victor A. Fischel, general sales manager of 
Seagram-Distillers Corporation, has been appointed in 
charge of sales and advertising. 
since its launching in the United States in 1934. 


Nu-Ox Plans Widened Distribution for Klenzol 


New York, Dec. 31.—Nu-Ox Company, Long Island City, will launch 
a new campaign in an effort to expand distribution of Klenzol, soapless 
cleanser, which currently localized in 3,000 neighborhood grocery 
stores. The New York News, Journal-American and Times will be used. 
along with Station WMCA. Advertising is placed direct 


vice-president 


is 


Railroads Discuss Continuing Promotion | 
New York, Dec. 31.—Plans for continuing a coordinated program of 
| newspaper advertising beyond February will be discussed here next week 


at a meeting of representatives of 12 railroads including Baltimore & 
Ohio, Boston & Maine, Chesapeake & Ohio, Chicago & Alton, Delaware & 
Hudson, Erie, Lackawanna, Pennsylvania and Reading. 


End of Lord& Thomas Stirs 
Entire Advertising World 


Foote, Cone and 
Belding Takes Over 
Offices, Accounts 


BULLETIN 
| Chicago, Dec. 31.—Declaring that 
the statement in Jan. 1 Tide, out 


are to be| 
|limited to 90% of their 1942 con-| 
‘the war effort were praised today by | sumption of paper, but may lump| 


Mr. Fischel has been with Seagram’s 


today, that American Tobacco Com- 
| pany is paying less than 15% on its 
advertising is “absolutely untrue,” 
|Fairfax Cone this afternoon de- 
|clared that a retraction has been 
demanded. He added that every 
Lord & Thomas client, without ex- 
ception, is paying the standard 15% 
commission on gross billings. 
| Chicago, Dec. 31—The sudden an- 
/nouncement this week that Lord & 
| Thomas is being liquidated at year’s 
|end, and that A. D. Lasker is retir- 
_ing completely from the advertising 
business, threw advertising circles 
'throughout the country into a fury 
'of speculation and discussion. 

| So suddenly was the announce- 
‘ment of the dissolution of the giant 
‘advertising organization made, and 
so unexpected was the announce- 
ment that its ac- 
counts, offices 
and_ personnel 
are being taken 
over by the new 
firm of Foote, 
Cone & Belding, 
that clients of 
Lord & Thomas, 
in New York, 
Chicago and else- 
where, expressed 


amazement over 

the developments 

Emerson Foote when ADVERTIS- 
ING AGE advised 
|them of the impending changes on 


Monday. 
In a formal release issued in New 
York, for publication Tuesday, Mr. 
Lasker, “principal owner, president 
}and director, who is retiring from 
'the field of advertising of which he 
was one of the 
/outstanding pio- 
neers,” announced 
the ‘“discontinu- 
‘ance of Lord & 
| Thomas, one of 
|'the largest and 
oldest advertising 
‘agencies in the 
world.” 
“Under 
name of 
Cone and Beld- 
ing,” the an- 
nouncement said, 


the 
Foote, 


Fairfax Cone 


“Mr. Lasker’s 
former associates will operate as 
,advertising agents in New York, 


Chicago, Los Angeles and San Fran- 
| cisco, occupying the same quarters 
‘and retaining the same personnel 
Emerson Foote, Fairfax M. Cone 
and Don Belding have been the 
executive vice-presidents in charge 
of New York, 
Chicago and Los 
Angeles offices 
respectively of 
Lord & Thomas.” 

The announce- 
ment, consisting 
of five mimeo- 
graphed pages, 
plus three pages 
of background 
material on Mr 
Lasker, gave no 
additional infor- 
mation on the 
setup of Foote, 
Cone and Belding, and none was 
forthcoming this week from any of 
the principals, although it re- 


Don Belding 


was 
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ADVERTISING AGE 


* nog ve ge ap wes 
Soh ieee: Brea 


ported that a statement revealing 
the new officers, the status of Lord 
& Thomas accounts, and a reaffirm- 
ation of the “no change in person- 
nel” policy would be released next 
week. ADVERTISING AGE learned 
on good authority, however, that 
Emerson Foote will emerge as presi- 
dent, with Don Belding chairman of 
the board and Fairfax Cone as 
chairman of the executive com- 
mittee. 

While personnel of the agency’s 
United States offices will undoubt- 
edly be retained to a large extent, 
and while clients were reported 
standing firm with the new organi- 
zation, much speculation developed 
in the business as to the ultimate 


fate of the company’s long and im- | 


pressive list of clients. 

George W. Hill, president 
American Tobacco Company, 
agency’s largest account, cleared the 
air for the time being by pledging 
his company’s advertising to Foote 
Cone and Belding. In a formal 
statement on Tuesday, Mr. Hill said: 
“Mr. Lasker has advised us of his 
decision to dissolve the firm of Lord 
& Thomas. Of course, we are sorry. 
I have always looked upon Mr. 
Lasker as outstanding in his profes- 
sion—a genius in fact. He and I 
have been continuously associated 
for 19 years. During all that time 
his firm has handled the advertising 


of | 
the | 


,| California, Armour & Co., 


of the American Tobacco nein 
with a success that has made ad- 
vertising history. We will continue 
to place our advertising with the 
young men Mr. Lasker has trained 
and who are now associated with 
him.” 

Most notable account currently 
swinging in the air is Radio Corpo- 
ration of America, relinquished 
about two weeks ago by Mr. Lasker. 
The new owners of the agency have 
been making valiant efforts to re- 
turn this sizable account to the fold, 
reportedly with considerable expec- 
tation of success, but at present the 
account is still dangling, with ex- 
ecutives inundated under a flow of 
agency solicitations. 


Accounts Solicited Hard 


Other of Lord & Thomas’ 
counts, including such advertising 
and industrial giants as Albers 
Milling, All-Year Club of Southern 
Carna- 
tion Company, Cities Service, Cali- 
fornia Fruit Growers Exchange, |‘ 
Frigidaire, International Cellucotton 
Products Company, Kimberly-Clark, 
Lockheed Aircraft, New York Cen- 
tral System, Pepsodent Company, 


END OF AN ERA 


ac- 


Retirement of A. D. Lasker and dissolu- 
tion of Lord & Thomas marked the end 
of an era in advertising, and the passing 
of one of the oldest and greatest names 

in the advertising business. 


Schenley, Tice Water Associated 


Oil Company and Union Oil Com-| none has officially strayed from the 
pany, to name only a few, have also | fold. 
been under piercing fire during the Major executive losses thus far 


past three days, although thus far| nailed down have numbered only 


Photo by 
Hall-Gentry Studios 


MEET PEVE 


another Wichita BoomBaby" 


“Pete” Walker doesn't know it, but he’s 

« mighty lucky to be a Wichita Boom Baby. But 
his dad knows. Mr. Walker is Assistant Fore- 
man in the Boeing Airplane Company Machine 
Shop and Secretary of the Wichita Local 


A. F. of M. Like thousands of others, Mr. 
Walker knows that Wichita is one “Boom 
Town” with a Future! 


The folks in Wichita are doing no 
wishful thinking. They know Wich- 
ita is a mushrooming “Boom Town.” 
But they're thinking and planning 
ahead. Theyre making Wichita a 
“Boom Town” with a Future! 


And remember: The Wichita area 
isn’t just airplanes. Its built on a 
solid foundation of agriculture, in- 
dustry and oil. Get your share of 
Wichita’s boom sales now. You'll do 
it best by using Radio Station KFH— 
the only full-time, 5000-watter in 
Kansas. 
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MANHATTAN KANSAS cn ¥ 


That Selling Station 
in Kansas’ Biggest, Richest Market! 
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two, both from the aprreren office: 
Howard Jones, vice-president, who 
joined Grant Advertising, Chicago, 
last week as vice-president, where 
he will continue to service the ac- 
count of J. A. Folger & Co.; and 
John F. Whedon, formerly executive 
vice-president in the Chicago office, 
who resigned this week. 


A Shock to Staff 


News of the liquidation of Lord & 
Thomas was as much a surprise to 
most of the staff as it was to out- 
siders. The first information most 
had of developments consisted of a 
copy of the mimeographed release, 
circulated to employes late Monday, 
along with a memorandum from Mr. 
Lasker which said: 

“Attached hereto is a press an- 
nouncement made today. 

“There is nothing more for me to 
say except to thank all of you for 
your loyalty. 

“The managers of the several op- 
erations have already established a 
business, under the corporate name 
of Foote, Cone and Belding, to serve 
the clients they have long served so 
well. 

“They expect to retain all of the 
staff needed to carry on their busi- 
ness, and in any event everyone will 
be on the payroll until Jan. 31.” 


Move Long Considered 


The dissolution move, although 
reportedly under discussion for sev- 
eral months, gave every indication 
jo having been made with extreme 
suddenness when it came, although 
'the announcement of the change de- 
,clared that it completes a course of 
action determined by Mr. Lasker in 
1938, when he retired as president 
and director to devote his entire 
attention to public affairs. 

“However,” it says, “the succes- 
sive withdrawals of Don Francisco, 
president, who became one of the 
|chiefs of the Office of Coordinator 
of Inter-American Affairs; Edward 
|Lasker, general manager, who en- 
|listed for active service as an officer 
in the U. S. Navy; and L. M. Masius, 
New York manager, who left to 
serve as a major abroad in the 
Army, compelled Mr. Lasker’s re- 


|turn to active management of Lord | 


|& Thomas early this year.” 

| One of the most curious features 
,of the dissolution of the company, 
|}and the consequent loss of the Lord 
& Thomas name—one of the most 
famous in advertising annals—is the 
light treatment of the loss in the 
release, which merely records that 
the name will disappear with the 
dissolution of the business, and 
quotes “a former associate” to the 
effect that “A. D. Lasker and Lord 
& Thomas are synonymous. Lord & 
Thomas cannot be Lord & Thomas 
_ without Mr. Lasker.” 


See Tax Angles 


| 


| Actually, informed sources aver 
that considerations of legal, tax and 
/other angles, plus complications due 
|to a number of trusts which the 
| principal owner of the business had 
|set up, required dissolution rather 
i|than sale of the famous company, 
;}and abandonment of a name which 
|might still be described as more 
|closely synonymous with the word 
“advertising” in the public mind 
than any other name. Assets of the 
|agency at the date of dissolution— 
almost entirely in a highly liquid 


|state—are said to have approxi- 
| mated $10,000,000. 
Although the official announce- 


ment of the agency’s dissolution put 
all of the United States offices under 
the Foote, Cone and Belding banner, 
| it made no mention of the Canadian 
and English branches of the organi- 
zation, which are separate corporate 
|entities. ADVERTISING AGE learned 
in Toronto that the Canadian organ- 
ization will probably continue under 
the Lord & Thomas setup, with 
G. F. Mills and J. W. Spitzer, the 
| present joint managers of the Tor- 
onto office, emerging as dominant 
owners. 
British Office Uncertain 

The fate of the London office re- 
mains obscure, although rumors in 
the field have it that this business 
will become the property of L. M. 
Masius, former London manager 
who returned to this country in 
1940 and was shortly thereafter 
elected vice-president in charge of 
the New York office. He is at pres- 


January 4, 1943 


a 


lent serving as a major in the U. s 
Army. 7 

Lord & Thomas was incorporate; 
in Chicago in 1872 by Daniel 1 
Lord and Ambrose L. Thomas, ang 
has been in business continuous! y 
during the 70-year period since that 
date. Albert D. Lasker, at the time 
a youth of 18 who had been raised 
in Galveston, Tex., joined the or. 
ganization in 1898, starting at $10 
week. Even then the agency was 
one of the three largest in the coun- 
try, although its annual billings to- 
taled only $800,000. 


Placed 750-Million Billing 


During his 44-year association 
with the agency, it has placed more 
than $750,000,000 worth of adver- 
tising, with average annual billings 
for the past six years reported at 
over $30,000,000. During the cur- 
rent year its billings are estimated 
to have been in the neighborhood of 
$25,000,000. 

Mr. Thomas died in 1904, and Mr. 
Lord retired in the same year, leay- 
ing the business in the care of Mr 
Lasker and Charles R. Erwin. In 
1910 Mr. Lasker bought out Mr. 
Erwin’s interest and became sole 
owner, a position which, to all vorac- 
tical purposes, he has retained since. 

In 1926 Lord & Thomas was 
merged with Thomas F. Logan, Inc., 
and became Lord & Thomas and 
Logan, a designation which it re- 
tained until Mr. Logan died in 1928, 
when it reverted to its original 
name. This is the only merger in 
which the organization has been in- 
volved. 


a 


Passing of an Era 


The retirement of Mr. Lasker 
from the advertising field undoubt- 
edly marks the passing of an era— 
an era in which advertising out- 
grew its swaddling clothes, devel- 
oped techniques and systems and 
| far-flung organizations, and took its 
destined place as a major factor in 
distribution. 

Famous as the _ introducer of 
“salesmanship in print,” Mr. Lask- 
er’s agency undoubtedly deserves a 
major share of the credit for taking 
advertising out of the “name pub- 
licity” or “announcement” category 
and giving it definite selling and 
marketing tasks. He was an inde- 
fatigable worker, a creative man of 
the highest caliber, an organiza- 
tional executive of first-siring di- 
mensions, and a salesman par excel- 
lence, as many another agency man 
—including the scores of Lord & 
Thomas alumni now active in the 
field—has testified on numerous oc- 
casions. 

His organization was the first to 
advertise cooked canned goods, it 
handled the first national advertis- 
ing for automobile tires, and was 
the first to use double-page spreads 
in magazines in other than the cen- 
ter-spread position. 


Held Long-Time Accounts 


A measure of Mr. Lasker’s ability 
|—and that of his organization—on 
both the creative and the sales 
fronts may be gathered from the 
renagpenon length of service which it 
has rendered some of its major ac- 
(Continued on Page 24) 
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ake no little plans” 


Millions of our young men will come back... 
having learned to live hard and expect much of | 
themselves, to give much to the world and ask much 
for themselves ... world minded and world traveled, 
able to appraise their country and their future... 
impatient with little vision, cautious conservatism, 
safe security, the slow and easy... unafraid to die, 
or face anything in life that can confront them... 
And in their expectations and abilities, they will give 
new impetus to our national life, up the scales and 
raise the sights... For these are the masters of the 
future ...and for them “make no little plans”... 

In Chicago today is a new newspaper that 
will loom large in the affairs of tomorrow ...made 
of no little plans, started full staffed and at full speed, 
scoring full from the start... with a new outlook 
beyond the parish and Main Street, a national point 
of view for real Americans...a better brand of service 
in its field, and a larger field... and full faith in the 
people it serves ...In its first year, The Sun has 
won more circulation than any new newspaper ever 
got... secured more advertising than many an 
older paper will ever get... given enough value and 
gotten enough support to prove its influence as an 
advertising medium in America’s second market, for 
tomorrow as well as today . . . Expect big things of 
The Sun, for The Sun will exceed your expectations... 


CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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Riggio Launches ; 
New Drive on 
King Size Regents 


(Picture on Page 27) 

New York, Dec. 30.—Riggio To- 
bacco Corporation will press a 
three-pronged drive on Regent king- 
size cigarets in the January issues 
of Collier’s, Life, Look and News- 
week, featuring the crush-proof 


‘Carol Bruce and Guy Lombardo. 
|They will discuss each one of the 
three planks, arriving finally at the 
same conclusion, “Regents § are 
tops.” 

The campaign is scheduled for 
the first six months of the new year 
and will probably be extended, de- 
pending upon response of the pub- 
lic. 


Gets All of Cudahy 


Following recent acquisition of 


box, multiple blend, extra length | the Old Dutch cleanser account, the 
and oval shape. M. H. Hackett,| entire account of Cudahy Packing 


Inc., is the agency. 

Announcement was made follow- 
ing a reported increase in earnings 
during 1942. 


Company has been placed with 
Grant Advertising, Chicago. Promo- 
tion for Cudahy’s All-Purpose Min- 
eral Feed is already under way un- 


Insertions will be of| ger Grant’s direction, with other 


the testimonial type and backed up| products slated to start promotion 
by such notables as Fred Allen, | shortly. 


Furniture Marts 
Scheduled, but 
ODT Complains 


Chicago, Dec. 30.—The mid-win- 
ter furniture markets held annually 
in this city at the American Furni- 
ture Mart and at the Merchandise 
Mart are apparently “on” for good 
—after an “off again—on again” 
series of debates, visits, telephone 
calls and non-ordering orders be- 
tween officials of the markets and 
Office of Defense Transportation 
Director Joseph B. Eastman. The 


meetings will be held with a rather 
left-handed ODT blessing. 

But the meetings are still not 
sure they will hear any government 
officials, for the ODT head has sent 
out a request to all government 
agencies asking that government 
men pass up the Chicago meetings 
—apparently because Mr. Eastman 
feels they are being held in viola- 
tion of the non-essential travel rul- 
ing. 


Less Travel Possible 


Lawrence H. Whiting, head of the 
American Furniture Mart, and 
Percy Wilson, managing director of 
the Merchandise Mart, were thor- 
ough in their insistence that the 
markets are essential. 

“These centralized markets are 


OF AMERICA’S FOUR LARGEST 


GENERAL (All-Family) MAGAZINES 
ONE (S RURAL 


I- your advertising is to be truly 


national, if your message is meant for 


all Americans, it must reach Rural 


America as well as 


Of the four largest general (all-fam- 


ily) magazines, only 


written for Rural America-—44% of our 


entire population. It 


2,650,000 prosperous, war-busy families. 


the cities. 


FARM JOURNAL is 


reaches more than 


Isn't it obvious, then, that your list 
should include the largest rural maga- 
zine? Whether your objective is to mold 
public opinion or sell goods, the ability 
of FARM JOURNAL to influence rural 
people makes it basic on practically 
every national advertising list. Is it on 
your list for ‘43? All the market-facts 
support your choice. 


FARM JOURNAL 


Overwhelmingly America’s Largest Rural Magazine 


2,650,000 
and STILL GROWING 


For 45 consecutive months, 
FARM JOURNAL has been 
Rural America's fastest- 
growing magazine. Rural 
people appreciate the value 
of FARM JOURNAL'S exclu- 
sive 4-day-editor-to-reader 
service, which interprets so 
promptly the constant shifts 
and changes that affect 
war-time farmers and their 
families. 


soinamnisi ecomeenanaas _—— 


essential to the economic distrib, 
tion of goods,” Mr. Wilson declared 
“and they reduce travel. If it were 
not for such events, individual buy- 
ers would have to travel all over 
the country to the factories.” 

In the meantime, Mr. Whiting 
broke with all convention precedent 
to urge the trade that “only stores 
whose existence depends upon mar- 
ket attendance” be present at the 
meeting. Both marts are asking 
that companies which previous)y 
sent large delegations to the markets 
limit the number of representatives, 
and that buyers take on multiple 
duties. 


ODT Asks Cancellation 


Last week the trade was in a 
hubbub over the receipt of a tele- 
gram from ODT which asked that 
all furniture markets and shows 
“proposed or contemplated” be can- 
celed. Further, said the ODT, “this 
advice is up to date, and reflects 
traffic developments of the last 30 
days.” 

From a business standpoint, the 
absence of government officials 
would be particularly annoying to 
furniture men who had anticipated 
a ruling from OPA on the new 
wooden-springed furniture, and on 
other alternate lines now offered in 
place of priority-withered items. 

Hit along with the Chicago mar- 
kets was the Grand Rapids, Mich., 
market, also set for next week. 


‘Charm’ Ups Ensinger: 
Harkness Joins Staff 


| Clifford Enzinger, who formerly 
covered the Ohio territory for 
Charm and Mademoiselle, has been 
named eastern manager of Charm 
and transferred to New York. 

Robert R. Harkness, onetime 
| Western manager of Woman’s Home 
|\Companion in Chicago, has been 
named to succeed Mr. Enzinger in 
beac 


Helena Clayton Named 
W & G Space Buyer 


| Mrs. Helena Clayton has been 
named space buyer of Weiss & Gel- 
|ler, Chicago, succeeding her hus- 
band, John, who resigned to accept 
a commission as a captain in the 
Army air forces and has recently 
| been made a major in the air forces 
intelligence. 

In addition to her husband, Mrs. 
Clayton also has two sons in the 
air forces. 


| Singin’ Sam’ Returns 
to Barbasol 

The Barbasol Company, Indian- 
apolis, will once again have the 
_praises of its shaving cream bari- 
'toned over the airwaves by “Sing- 
_in’ Sam,” the perennial one-man ra- 
|dio show. 

The new series will be aired 
|Tuesdays and Thursdays over 52 
| Mutual network stations from 8 to 
|8:15 p.m., EWT, beginning Jan. 5. 
Erwin, Wasey & Co., New York, is 
_the agency. 


Appoints Noelle 

Shipping Management and Better 
| Shipping Manual, publications de- 
voted to problems in industrial and 
/war production plants, has ap- 
pointed William L. Noelle, Chicago, 
as western manager. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


NEW HAVEN 
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Never Underestimate the Power of a Woman! 
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Nor the Power of the Magazine Women believe in! 


January, 1943, Ladies’ Home Journal contains more 


advertising than any January issue in 11 years. 
1942 Advertising Revenue Gain — $682,984 Over 1941 LADIES’ HOME JOURNAL 
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OWI Dratts Six 
Plans for 1943 


Radio War Tie-ins 

Washington, D. C., Dec. 30.—The 
war effort of the nation’s broadcast- 
ing stations will be completely in- 
tegrated into one of the most com- 
prehensive information programs 
ever built during 1943, officials of 
the Office of War Information re- 
vealed this week. 

Quality, rather than quantity, of 
radio announcements will be the 
goal of six allocation plans designed 
to gain maximum efficiency for 
government campaigns to help the 
public understand the issues of the 
war, and take necessary action. 

The six plans are a special fea- 
tures plan over the major networks 
to be inaugurated in March; a spe- 
cial assignment plan for major net- 
work advertisers, also to be inaug- 
urated in March; the existing 
network allocation and local alloca- 
tion plans, and two new local 
station announcement and _ tran- 
scription plans, to be launched next 
month. Under the station tran- 
scription plan, local broadcasters 
throughout the country will devote 
a 15-minute strip daily to complete 
government - produced, transcribed 
shows. 


— 


| Under the station announcement Howard Jones Joins 


| plan, the entire broadcasting indus- 
| try will be divided into four groups, 
each station giving approximately | 
16 announcements daily to govern- | 
ment messages. 

Both of the latter plans will per- 
mit intensive localization on such}! 
regional and local problems as man- | 
power, fuel rationing, and food. 

Details of the plans were outlined | 
to OWI’s regional radio consultants 
including a number of the most 
prominent radio station managers 
in the country, in a three-day con- | 
ference concluding today. 

Speakers outlining various phases 
of the government radio program 
included Elmer Davis, director of 
OWI; Gardner M. Cowles, Jr., do- 
mestic deputy; William B. Lewis, 
chief, Douglas Meservey, deputy 
chief, and Seymour Morris, agency 
contact of the OWI radio bureau; 
and Ken R. Dyke, chief of the bu- 
reau of campaigns. 


Victor to ANPA 


Gilbert Victor, formerly promo- 
tion manager for Printers’ Ink, has 
joined the research and promotion 
department of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, New York. 
Mr. Victor succeeds Charles Parker 
Hammond who has resigned to join 
the sales promotion staff of Na- 


tional Broadcasting Company. 


Grant Advertising 


Howard Jones, formerly vice- 
president of Lord & Thomas, Chi- 
cago, and before that with Blackett- 
Sample - Hum- 
mert and Ruth- 
rauff & Ryan, has 
joined the Chi- 
cago office of 
Grant Advertis- 
ing as vice-presi- 
dent. Mr. Jones 
will service the 
Folger coffee ac- 
count, recently 
acquired by 
Grant, as well as 
other accounts, 
and will devote 
much of his time 
to daytime radio 
problems of all Grant clients. He 
has had an unusually wide experi- 
ence in this field. 

Other Lord & Thomas execu- 
tives who have joined the Chicago 
office of Grant Advertising include 
Frank Newton, copywriter; Fred 

orman, assistant account execu- 
tive; and James Whipple, radio de- 
partment. 


Howard Jones 


Charlson Joins Timbeam 


K. H. Charlson, formerly with 
Truscon Steel Company, has been 
appointed Vice-president in charge 
of sales of Timbeam, Inc., producer 
of structural products. 
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SONOVOX CAMPAIGNS 


Allied Mills, Inc. (Wayne Feeds) 


American Chicle Co. 
(Black Jack Gum) 


American Industries Salvage Com- 
mittee (Steel Scrap Drive) 


Bismarck Hotel Co. 


Buick Motors Division of General 
Motors Sales Corp. 


Chicago, Milwaukee, St. Paul and 
Pacific 


Chick Bed Company 
(Chick Bed Litter) 


tion Cadet Selection 
Board of Chicago had a 
big recruiting drive on its 
hands, it turned to radio’s 
newest, most dramatic 
and resultful broadcast- 
ing technique—Sonovow. 


1-minute 
announcements 
were used on seventy-one 
Midwestern stations. The 
enlistment appeal was 
spoken, in words, by the 


Transcribed 
Sonovox 


he CHICAGO 
) 


NEW YORK: ..> Part Ave 
Plaga $-41 41 


NEW YORK 


FREE & PETERS, INC., Exclusive National Representatives 


“voice” of a Navy dive- 
bomber. . . . We imagine 
you can imagine the re- 


sults! 


As Lieut. Commander 
Olson says, they were 
“very effective” ... But 
no more effective than 
your Sonovox commer- 
cials can be, if you'll let 
us submit an idea! How 
about dropping us a line 
—today? 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 


HOLLYWOOD 


SAN FRANCISCO: . 


Sutter 4444 


Sutter 
Gladstone 


HOLLYWOOD: .; 


Colgete-Holmetive Peet Company 
(Vel, Palmolive) 


Emerson Drug Company 
(Bromo Seltzer) 
Christian Feigenspan Brewing 
mpany 
(Feigenspan and Dobler P.O.N. 
Beers and Ales) 


Feltman-Curme Shoes 
Forum Cafeterias of America 
Grocery Store Products Sales Co., 


nc. 
(Fould’s Macaroni Products) 
Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Andrew Jergens Co. 
(Woodbury's Products) 
Lever Brothers Co. 
(Lifebuoy Soap) 


Naval Aviation Selection Board 


Navy Seabees 
(U. S. Navy, Construction 
Battalions) 

Pan American Coffee Bureau 


Purity Bakeries Corp. 
Taystee Bread, Grennan 
Cakes) 


Alvino Rey and his Orchestra 
(in all broadcasts) 

Shell Oil Company 

U. S. Treasury Dept. 


Velie-Ryan, Inc. 
Nesbitt’s California Orange 
Drink) 


1aN. Gordon 
4949 


ATLANTA: 522 lalmer Bidg 
Main $667 


, 


MAP AGENCY, ADVERTISER COLLABORATION 


This group of advertising men, snapped 
ference with broadcasting field representatives in Washington Dec. 28-30, helped 
plan the integration of commercially sponsored programs with OWl's six radio 


allocation plans for 1943. They are P. T. 


at OW! radio bureau's three-day con- 


Barnum, formerly of Ruthrauff & Ryan, 


newly appointed chief of OWl's New York radio office; John A. Mullen, vice- 

president of Benton & Bowles, representing the Advertising Council; Seymour 

Morris, formerly of Compton Advertising, agency liason and allocations chief 

for OWI; and Walt Schwimmer, Schwimmer & Scott, and chairman of the Chicago 

agency copy pool which will prepare OWI radio material for station use during 
1943. 


Present Awards as 


STA Opens War Art 
Exhibit in Chicago 


Chicago, Dec. 29.—The Society of | 
Typographic Arts gathered last | 
night at the Art Center to present | 
awards for distinguished voluntary | 
service to the war effort and to 
signalize the opening of a war work | 
exhibition at the center. 

The exhibit, which shows a small 
part of the work done under the 
leadership of the STA’s war com- 
mittee, will be held until Jan. 15. 
The gallery is open daily except 
Sunday from 10 a.m. to 6 p.m., and 
is open on Thursday nights until 
10. 

Last night’s meeting reviewed the 
work done by the group of artists, 
designers, typographers and others 
from the graphic arts field since the 
sub-zero night of Jan. 8, 1942, when 
600 people from the graphic arts 
business attended a meeting to 
formulate a voluntary program 
which would put their abilities be- 
hind the war effort. 


A $350,000 Effort 


James T. Mangan, advertising 
director of Mills Novelty Company 
and chairman of STA’s war com- 
mittee, estimates the group has con- 
tributed, in time, money, materials | 
and talent, some $350,000 if the| 
work had been charged at usual | 
rates. | 


As a voluntary, local group, the | 


of the first war were the posters 
which were erected overseas, prom- 
ising the men in khaki that a good, 
wool HS&M suit waited for them. 


Plan ‘Comics Digest 

The first “comic” magazine for 
adults presenting the true stories of 
the real heroes of today, entitled 
Comics Digest, will soon appear on 
newsstands throughout the United 
States. Parents’ Institute is pub- 
lisher of the quarterly magazine, 
which will sell for 10 cents a copy. 
The features in Comics Digest are 
condensations and reprints in roto- 
gravure of some of the features 
which have appeared in True Com- 
ics, Real Heroes and other comic 
magazines for boys and girls issued 
by Parents’ Institute. 


BALTIMORE'S BLUE 
NETWORK 
Dee OUTLET 


STA has opened its resources gen-| 
erously and has initiated and de- | 
veloped some 1,800 items and pro- 
jects, ranging from such a minute 
device as a decal to place on a 
mirror to the monumental murals 
which awe travelers in Chicago’s 
Union Station. 

The Union Station murals, in 
smaller size, are displayed in the 
exhibit, and with them are posters, 
decals, recruiting posters, miniature 
outdoor designs and many other ex- 
amples of the contributions made 
by STA to victory. 


HS&M Work Shown 


Another interesting portion of the 
exhibit shows Hart Schaffner & 
Marx’s present war campaign, and 
presents—by contrast—the promo- 
tion which the clothing maker did | 
in the last war. In this war, Hart 
Schaffner has been praised for its 
efforts in behalf of its dealers, in- 
cluding an elaborate series of dealer 
helps which aided in explaining the 
why and wherefore of the cuff- | 
cutting and credit restrictions. 

Biggest response of the present 
dealer campaign came from a poster 
which shows insignia of the armed 
forces, Ed Grossfeld of HS&M’s 
advertising department, said. By 
comparison, the big drawing cards| 


George H. Roeder, Gen. Manager 
SPOT SALES, INC. — 
New York - Chicago - San Francisco 
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“ACH— DEY SHOULD 
HAF BEEN SUCH HEALTHY 
LEEDLE RUMORS” 
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The Nazi Propaganda Ministry has a special But to bring this about, a nation wide civilian 


group of psychologists detailed to us. combat organization is required. It can be 
hele icb is to determine what types of done only if you and your friends and their 
friends will volunteer to help...as Rumor 
Wardens. 


You can help start the ball rolling . . . 
using the old chain-letter principle. 


German propaganda will be most demoraliz- 
ing in this country. 


This group of rumor brew-masters can 
be attacked only by civilians. It is a ci- 
vilian responsibility to make sure that 
their propaganda comes into our world 
still-born. 


Whenever you hear a rumor that has a faint 
smell of Berlin about it immediately point 
out, to the person who tells it, how harmful it 


is to repeat such unconfirmed “news.” Ask 


Here’s the important thing to remember—if him, before repeating any such rumor, to test 


rumors sown by the Nazis are to get anywhere, it against the following questions: 


patriotic Americans have to repeat them to ; 
ge : 1. Does it hurt morale? 
other patriotic Americans... 
2. Does it make you distrust your Government, 


business or labor, or any color, or any creed? 
(Divide and Rule is Hitler's Policy.) 


And patriotic Americans can be made 
to voluntarily shut up. 


Wy } bia / 
Myf; 4 Vy ‘i 
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WIiL YOU HELP MAKE CERTAIN THAT 


GERMAN RUMORS ARE boum dead 
ea 


3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading this 


rumor— our enemies or the United States ? 
. 


Ask the Rumor-Spreader, moreover, to be- 
come a Rumor Warden himself ...and to 
spread the gospel of stamping-out-rumors 
among his friends. And soon this voluntary 
Rumor Warden organization can be nation 
wide, able to strangle any Axis rumor before 
it gets wide circulation. 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK +- CHICAGO + DETROI) + SAN FRANCISCO 
HOLLYWOOD + MONTREAL + TORONTO 
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Soft Lines Occupy 
Limelight in Mail 
Order Flyers 


Sears Slugs Hard on 
Price Slashes; Ward 
Eliminates Sheeting 


Chicago, Dec. 28.—The midwinter 
flyers of the two greatest mail order 
houses of the country, Sears, Roe- 
buck & Co. and Montgomery Ward 
& Co., went into the mails this 


than Ward does, using marked-out 


——— 


prices and percentages of reduction. 
Sears, for example, uses this head- 
line over its chenille bedspreads: 
“15% Less! Chenille Bedspreads 
50c below similar styles we sold 
six months ago.” 

Sears’ book is 180 pages, as 
against 140 a year ago, another 
surprising advance, but generally 
explained by Sears officials as mir- 
roring the company’s war-born 
pressure on soft lines. Sears’ sum- 
mer flyer was 172 pages compared 
with 1941’s record-setting 232-page 
book. 

The Ward book is 120 pages, the 
size of the Christmas book the com- 
pany issued, and is notable for the 
fact that—although it is titled “The 
Mid-Winter Sale Book”’—its selling 


FORD NEWSPAPER COPY FOR HOLIDAYS 


Christmas 1942... 


As bells ring owt across the snow 
Aad carols. old and sweet, recall 

A bely sight, long, long ago, 
Whee srarlight washed s stable wall, 
The way Thy world”must be is clear. 
1 shall go forward wuhour fear 


Fire on the hearth, sap in the spring, 
A thrush-song ia the elder eee, 
Biee eyes thet alo years w sing— 
A thowssed things b loved to me 
Must wan saul Thy words agen 
Are heard across the earth. Ames. 


Macfadden Moves 
On-Sale Dates 


Closer to Issue 


New York, Dec. 30.—A further 
move in the direction of closer co- 
ordination between magazine on- 
sale dates and the month of publi- 
cation was announced here this 
week by H. A. Wise, vice-president 
of Macfadden Publications, who re- 
vealed that on-sale dates of the 
publishing company’s eight maga- 
zines will be moved back gradually 
during 1943, beginning with Febru- 
ary issues. 

True Story, for example, which 
has been on sale the Ist of the 


\ month preceding publication, will 

week, with Ward reversing its de-| approach is pretty well removed RA fhe Company, be moved back to the 15th of the 

cision of last year, when it decided | from blunt talk about prices, per- month preceding, the move being 

not to issue a midwinter book. centages and mark-downs. Att OUR aBttiry saree err Ont ANDO RESOURCES ARE PLEDGED TO VWietonyY made in a series of graduated steps. 
Surprisingly enough, in view of 


This, a Ward official explained, 


: ; fees 5 SMS a 5 The February issue will go on sale 
the supply situation, the books| jg jn conformity with Ward’s up- A Chri : hich Ford Motor Co ted in all plant citi Jan. 6, the March issue Feb. 10, the * 
hammer on the sale theme, although | grading merchandising movement— Neem eae began a. ort Sangli gly + weg Arges rstet ny ie i ab on | April issue March 12, and so on ’ 
Sears goes farther in this respect) 4 move which has already seen its . iin A — Pe Kr .? PY. /until the new on-sale date is 
illustrations, typography, goods and : oa : . S achieved with the October issue, 
prices slanted at a higher market. |. The reason for Ward's avoiding | Accordingly, Ward jerked its spread | which will appear on the stands 
Oct Willan Gerdes One interesting point of discrep- | /nclusion of sheeting, an official ex- on sheets out of the flyer. Sheet- Sept. 15. 
3 ancy between the two flyers is the|Plained, is that the mills notified | ing stocks, the official said, would| The same procedure will be fol- 
Out of Your Signs. inclusion of sheeting in the Sears|the mail order company that no| take care of the retail stores, but|/j,weq with True Experiences, 
book. The January-February sea-|orders could be filled because | Would not be presented for mail| ppotoplay-Movie Mirror and Radio 
son is, of course, the traditional | armed service orders for hospitals sales. ; Mirror, which will be moved back 
period of white sales—of which| had completely consumed their out- iis taineeaes the ame ant a from the 25th of the second month 
fiom co. tima. Ouse | Sheeting represents a large part. put, at least for the time being. | 27° om 6 sneet~ | preceding to the 10th of the month 
ing before the book was printed, preceding. True Romances, for- 
or has sufficient inventory to allow merly on sale the 10th of the month 
sheeting promotion. preceding, and True Love & 
: Furniture, mostly wooden, cloth- Romance and Master Detective, d 
ing and dry goods are the chief| formerly on sale the 15th of the ¢ 
items of the flyers. As a sgn of | month preceding, will now all go 
the times, aluminum, stainless steel | on sale the 25th of the month pre- 
and copper utensils are not offered, ceding. 
with — pa a yng eo True Detective, formerly on sale 
hoo ware . Another new line is the 
. the 5th of the month preceding, 
Cheesy buyer yesterday Allstate war tire, a 4-ply tire sell-| wil) be moved back to the 10th of 
NOT SO CHOOSY TODAY ing for $11.95, which “will give a| the month preceding. 
good account of itself at speeds of 
Choosy buyer tomorrow 35 miles per hour and under.” A 


Some day she'll CHOOSE her brands again 


Today some of her favorite brands are not 


prosperous farms forms Ohio's 
DOUBLE-VALUE market. 


—o ee b~ total heating season which has | A. W. V. S. gals, WAVES, Unc 
$00-odd factories and 75.000 war Py “y= date. N. W. Ayer & Son | Sams, airplane spotters, farm hands t 
workers-—-plus its trading area ay: | meet your deadlines quickly. Write for 
of over 31,000 of Ohio's most Names Hyatt-Eby FREE War Promotion Supplemen* 


that she is used to. 


available because of wartime shortages . . . so 
she accepts something else temporarily. 


Deep back among her preferences, however, 
exists the longing for the old brand . . . the one 


Will the new brand, the one she accepts today, 
replace the old? Will your brand be replaced 
by another? The answer will depend upon the 
effort you put forth to hold your established 


position among her preferences. 


TOLEDO BLADE 


ration certificate is required, of 
course, to purchase the war tire. 
Rebuilt Ford engines are still of- 
fered. 

Ward also offers a war tire, not- 
ing that “since this tire is made of 
reclaimed, it won’t give the mileage 
of a tire made from new rubber. 
But at 35-mile maximum speed and 
subject to other government-pre- 
scribed precautions, it will give 
many miles of satisfactory service.” 

Both flyers stress pharmaceutical 
and proprietary products heavily, 
with vitamins—which may go down 
as 1942’s fair-haired child in the 
drug field—also getting heavy pro- 
motion. In keeping with previous 
practice, pages are devoted to sell- 
ing bonds and stamps. 


Skelly Sponsors 


Farm Awards 

W. G. Skelly, president of Skelly 
Oil Company, is sponsoring a plan 
whereby farmers, farm wives, farm 
families, members of 4-H Clubs or 
others directly associated with 
farming will be given recognition 
for superior achievement in agri- 
culture. The award, a $100 war 
bond and the Skelly S Pennant, 
will be made each week to some in- 
dividual, who, in the opinion of an 
independent committee of agricul- 
tural authorities, is making an out- 
standing contribution to the produc- 
tion of food for America, its armed | 
forces and allies. 

The plan is being publicized in | 
leading farm papers of the Midwest | 
and on the Skelly radio program | 
over NBC from 7 to 7:15 a.m. Mon- | 
days through Saturdays. 


Assists Oil Budgeting | 

In order to assist users of fuel | 
oil in the Philadelphia area to bud- 
get oil in heating their homes un- 
der OPA rationing restrictions, | 


| Atlantic Refining Company has in- | 


| 


augurated a weekly information | 
service through paid space in Phila- 
delphia daily newspapers. Using 
figures taken from statistics com- 
piled by the local weather bureau, | 
the company publishes each Satur- 
day a chart showing how the pres- | 
ent heating season compares with 
the so-called “normal” season upon 


/which the OPA allotment of oil is | 


based, and computes the portion of | 


Hyatt-Eby Company, Detroit, has | 


Murtfeldt for Chapin 


on Post Cereals 


Edward W. Murtfeldt has been 
appointed associate advertising 
manager of Post cereal products 
of General Foods Corporation. He 
succeeds Howard M. Chapin, now 
on leave of absence in Washington 

Mr. Murtfeldt joined General 
Foods as assistant to Mr. Chapin in 
August, 1941. He previously was 
with Lord & Thomas and Young & 
Rubicam and served for several 
years on the editorial staff of 
Popular Science. 


Adds Advertising Clause 


The Toronto Star has announced 
that due to war conditions, on all 
contracts accepted after Dec. 21 a 
clause has been added to the 60- 
day cancellation clause to the ef- 
fect that should publication of the 
paper be restricted or curtailed in 
any way due to war conditions, the 


/rate quoted in the contract and the 
|}amount of space contracted for, as 


well as the size, location or volume 
of advertisements, shall all be sub- 
ject to revision or regulation by the 
publisher at any time without 
notice. 


EE CATCHERS 


IR-RAID wardens, factory work 
ers, Marines, Doughboys, Sailor 
Defense workers, Red 
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Cross nurse 


No obligations. 


WAR right on your Desk 


oO A Cy N | been appointed as agency for the | 
ne of America’s Great Newspapers industrial sweeper division i 
REPRESENTED BY 


EYE* CATCHERS, Inc. new vor: 


PAUL BLOCK AND ASSOCIATES RIE RO REPRO 


‘Moto-Mower Company, Detroit. 
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Se Ae We 


A. LONG as we live, we'll never forget the day our Promotion Man 


came in, sat down and told us the truth about ourselves. 
He looked us straight in the eye when he said it. 


“This newspaper is an exasperating newspaper,” he said. “I hate 
to admit it, but we’re the most exasperating thing in American newsprint 
today. We're exasperating clear through.” 


Honestly, we didn’t know which way to look. 


“Exasperating?”” we stammered, “But Mr. 


” 


“Yes, exasperating,” he repeated. “The L. 
M. Clark people have given us a complete exami- 
nation. They've interviewed thousands of our 


readers. They've been over us as thoroughly as 
they went over 22 other newspapers all over the 
country. And we’re worse than any of ’em. We're really exasperating! 
Why, do you know what kind of paper we are?” 


We blushed. We hung our head. 
“What kind?” we asked limply. 


“The kind that keeps people from playing bridge on trains, or hash- 
ing over the neighbors,” he said. “The kind that 
causes strong men to snub their friends in the sub- 


way and bump pedestrians along the sidewalk. The 
kind...” 


“Wait!” we gasped, 


“The kind that’s always making a reader trip 
over a columnist and fall smack into an advertise- 


ment, so it hurts. And that’s not all...” 
“Listen...” we begged. 


“The kind that worms its way into a reader’s subconscious and 
makes him babble in his sleep about soap and shoes, Lippmann and 
Libya, cosmetics and cigarettes — until he wakes up screaming and 
rushes out to a store. That kind. Just plain exasperating.” 


We just sat there and stared at him. 


“But that’s awful,” we said. “Isn't there 
something we can do about it?” 


“Look at our ‘Reader Traffic,” he went on, 
ignoring us. “It’s the best yet. And our ‘Observa- 


tion per 100 Lines of Advertising’ — that tops any- 
thing the Clark Studies have found in any other 
newspaper in the country. We're the champs there! Undeniably! No 
question about it!” 


We eyed him suspiciously. 


“Perhaps you'd better get down to details,” 
we said, 


“It’s simple enough,” our Promotion Man 

said. “ ‘Reader Traffic’ (on advertising pages 

only) means the number of men and women readers interviewed who 

remembered having seen those pages. More of them were compelled to 
see ours, that’s all. Now, ‘Observation per 100 Lines’... ” 


“Wait!” we cried. But he wasn’t listening. 


“ ‘Observation per 100 Lines,” he continued, “is the number of 
men and women interviewed who remembered par- 
ticular advertisements on those pages. We had 


more of those, too. That’s serious!” 


“Serious?” we said. 


He smiled. 


“Certainly,” he said. “That’s where we’re 
exasperating. We make more readers read our 
paper — really read it! We make ’em spend more time reading. We 
make *em see more. Let ’em rush through? No, sir! Why. we even 
make ’em read the ads! We're just about the worst offender in this re- 
spect. And I call it pretty exasperating. Don't 
you?” 


5 


We stared at him, realization dawning. 


Our Promotion Man got up, the 156-page 
Clark report under his arm, and a wild look in his 
eye. At the door he turned and smiled at us. It 
was an exasperating smile. —— 


How well read is it? What pages are read most? 
How many men and women actually read those pages? 
Do right-hand pages get more readership than lefts? 


How’s the Reader Traffic from first page to 
last? 


To answer these and scores of other questions, 
L. M. Clark, Inc., since 1939 has surveyed readers of 
23 leading newspapers across the country. What 
L. M. Clark, Inc. found out about The Boston 
Globe — and comparisons with similar findings 
for 22 other American newspapers — is presented in a booklet, “Con- 


fessions of America’s Most Exasperating Newspaper.” 


May we send you a copy? 


Che Boston Globe 


MORNING e EVENING e SUNDAY 


John B. Woodward, Inc. 


New York e San Francisco @ Los Angeles 


Osborn, Scolaro, Meeker & Co. 


Chicago e Detroit e St. Louis 
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Consumer Co-ops 
Claim ‘42 Volume 
Over $700,000, 000 


Make Big Inroads in 
Oil and Grocery 
Businesses 


[Editor’s Note: Because war 

issues obscured the cooperative pic- 

a ture during the past year, except 
a for the flurry caused when network 
es, stations refused, and subsequently 
accepted the first paid co-op radio 
show, ADVERTISING AGE presents here 
a review of the co-op year, as writ- 
ten by Wallace J. Campbell, assis- 
tant secretary, Cooperative League 
of the U.S.A., which is described 
as the “national federation of con- 
sumers’ cooperative associations.” 
The League is a “trade association” 
rather than a controlling body, but 
its review of the business done by 
consumer cooperatives, although 
perhaps a bit too rosy, will be of 
major interest to marketing men.] 


New York, Dec. 30.—The year 
1942 will go down in co-op history 
as a year of expansion, diversifica- 
tion and production. 

At the close of the year, con- 
sumer cooperatives throughout the 
U.S. and Canada owned 49 manu- 
facturing enterprises including 5 1/3 
oil refineries, 3 flour mills, 8 feed 
mills, 11 commercial fertilizer fac- 
tories, 12 oil wells, 7 oil compound- 
ing plants, 2 paint factories, a coffee 
roastery, tractor factory, 3 print- 
ing plants, a grease factory, serum 
plant, lumber mill, canning factory 
and bottling works, 2 bakeries, a 
dozen chick hatcheries and 92 miles 
of oil pipe line. 

Already plans are under way for 
the purchase of two additional oil 
refineries (by Midland Cooperative 
Wholesale and the Farmers Union 
Central Exchange) and the con- 
struction of a pipe line (by Con- 
sumers Cooperative Association) 
which will save 57 miles of truck 
transportation of crude oil to the 
Scottsbluff Co-op Refinery. Statis- 
tics gathered by the U.S. Bureau of 
Labor Statistics, covering only up 
to the end of 1941, showed produc- 
tion of $14,209,670 worth of com- 
modities in co-op owned mills, 
factories and refineries that year. 
New enterprises have probably 
doubled that figure at the end of 
1942. 


Big Factor in Petroleum 

Most dramatic progress of the 
cooperatives has been in petroleum 
a distribution. In 1936, co-op busi- 
se ness in this field amounted to $69,- 
985,000. By 1941, this business had 
grown to $179,000,000, a boost of 
over $100,000,000. 

Starting with retail distribution, 
the co-ops have moved back into 
wholesaling, compounding, trans- 
portation, refining, piping and fin- 
ally the drilling of wells to pipe 
their own crude oil. The five co-op 
refineries in North America are at 
Regina, Sask.; Phillipsburg, Kan.; 
Mt. Vernon, Ind.; Scottsbluff, Neb.; | 
and Meraux, La. 

The fifth refinery was purchased 
in the middle of November of this 


year after members of local retail 
co-ops in the state of Ohio raised 
$250,000 to buy their own refinery. 
To illustrate the co-op way of 
reaching from distribution into pro- 
duction, already a hundred local 
co-ops, a fleet of transport trucks, 
and wholesale distributive machin- 
ery are in operation ready to dis- 
tribute the petroleum products to 
100,000 co-op patron-members in 
the state. 

The Pacific Supply Cooperative 
in Walla Walla, Wash., also owns 
one-third interest in an oil refinery 
in Cody, Wyo. 


Backlog of Orders 


These dramatic steps in the field 
of production were only possible 
because of the great backlog of co- 


operative business in the field of 
distribution which made possible 
production for a known demand. 
Expansion in both retail and whole- 
sale fields continued throughout the 
year in spite of wartime restric- 
tions. 

At the year’s end, 2,500,000 fam- 
ilies were buying approximately 
$700,000,000 worth of goods and 
services annually through their own 
cooperative enterprises. Retail con- 
sumer cooperatives have spread out 
into many fields of operation in- 
cluding food stores, petroleum dis- 
tribution, farm supplies, insurance, 
cooperative health associations, 
burial co-ops, rural electric co- 
operatives, credit unions, student 
cooperative bookstores, dormitories 
and eating clubs, corop housing 


projects, restaurants, cold storage 
plants and cafeterias. 

Retail cooperatives have joined 
together to operate their own 
wholesale businesses. These han- 
dled $104,386,000 worth of goods 
through 29 co-op wholesales in 
1941 according to the U.S. Bureau 
of Labor Statistics. Figures are not 
yet available for 1942, but the trend 
is sharply upward. This form of 
cooperation between cooperatives 
has boosted the centralized business 
of these co-ops from $43,328,000 
five years ago, an increase of more 
than 125%. 

As the clouds of war became ap- 
parent, even before Pearl Harbor, 
cooperative leaders started a con- 
certed drive to put the co-ops on 
a cash basis, to cut receivables, to 


ee 


build member capital and to tighten 
up on the time spread between loca] 
and regional co-op payments. In 
one of the wholesales this made 
available more than a quarter of a 
million dollars which had been out- 
standing. This drive to put finan- 
cial houses in order provided part 
of the capital for the purchase or 
construction of several of the co-op 
factories. 

As commodity after commodity 
dropped off the available list, the 
co-ops diversified by taking on new 
lines. National Cooperatives, Inc., 
for example, built up its grocery 
department very rapidly to balance 
shrinking volume in tires and ap- 
pliances. Local gas and oil co-ops 
put in “six-foot grocery shelves” 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, iM. 


During the year BW published 


av : 
4 
Or 


seribers, all 


a 4 7 s 
Te teeeeerse of the year, BW's 
selective circulation has shown 
@ healthy growth from 119,000 a 
Wear ago to 125,500 this Decem- 
Ger; on increase of 6,500 sub- 


7 important Special Reports to 
Executives...1942 Forecast, 
Price Freeze, Guidebook to War 
Business, WPB, Prefabrication, 
Labor, CMP. Tens of thousands 


of reprints were purchased from 
Bw for further distribution. 


~ ghar re 
Rs 


The Old Year | 


It is hard for Business Week readers to look upon 1943 as 
a new year. 


They are realists. 


Along with Business Week's editors, they have been 
looking at ‘43 for many months. And they see in the so- 


called “new” year the projection of ‘42’s brain-sweating 
management-work. 


P ? Our part in their job through 1942 has been to inform 
them, prepare them, collect and deliver to them in un- 
biased, forthright words, the significance of the current 
business news...the templates for the months ahead. 


The year’s report on advertising 
pages shows BW has come from 


5th place among all the na- 


2540 pages in ‘42, 
« 


- 
+ 


tion’s magazines to 3rd placer 
1934 advertising pages in ‘4luatna 
~ See 


wees 

an 
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Srtisers used BW in “42 
active management- 
.. 171 more than in 1941. 
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and distributed a line of about 
seventy co-op label items to their 
members. Complete grocery stores 
were built alongside co-op gas sta- 
tions in many midwest towns. Co- 
op wholesales in Minneapolis and 
Kansas City, as a result, reported 
volume of their grocery depart- 
ments more than 100% ahead of a 
year ago. These, of course, were 
the outstanding cases. 

Co-op stores and buying clubs, 
2,400 in number, supplied a half- 
million members with $160,000,000 
worth of merchandise in 1941, ac- 
cording to the U.S. Bureau of Labor 
Statistics. Only part of this total, 
of course, is in foodstuffs, but it 
was in that field that most dramatic 
progress has been made in stand- 
ardization, consumer control of 


quality through the operation of 
testing kitchens, and in the use of 
government ABC grade labeling of 
canned goods. 


Expansion in Food Lines 


During the year, many co-op 
buying clubs have graduated into 
grocery stores. Small co-op shops 
have expanded to become complete 
food markets. Stores on side streets 
have moved onto main streets. A 
program of modernization and 
streamlining has made hundreds of 
co-ops the finest looking stores in 
their towns. Fastest growing of the 
food store co-ops have been those 
on the eastern seaboard. Eastern 
Cooperative Wholesale, which is 
owned by 230 of these co-ops, was 
headed for the three million dollar 


mark at the close of the year. The 
1942 volume of ECW was ten times 
as large as it was six years ago. 

With the number of co-op em- 
ployes in the armed forces running 
into the thousands, the personnel 
problem became particularly acute. 
Special training courses were held 
by several of the regional coopera- 
tives to supplement the trainees of 
Rochdale Institute and the Council 
for Cooperative Business Training. 
Many women have stepped into 
managerial positions. Central States 
Cooperatives, for example, reports 
women managers now operate 24 of 
its hundred odd co-ops. 

During the year The Cooperative 
League stepped forward to take the 
leadership on several important 
public matters. Among them were 


(1) presentation to the Senate com- 
mittee on taxation a program call- 
ing for a pay-as-you-go system of 
financing the war through greatly 
increased income, corporate, gift 
and inheritance taxes and opposing 
sales and payroll taxes; (2) a fight 
for freedom of the air which be- 
came necessary when two of the 
networks refused to sell time to the 
co-ops on the stations they owned 
or operated for the co-ops’ first 
national radio program; (3) a cam- 
paign to secure rationing of all es- 
sential food products before short- 
ages occur. Postwar planning looms 
large on the co-op agenda for 1943 
as Americans face the double neces- 
sity of expanding co-ops in this 
country at the war’s end and assist- 
ing cooperatives in the occupied 


Is 


It was Business Week’s editorial duty toward the decision- 


makers of industry, labor, government. 


These same news columns have been equally useful to 
advertising management-men, whether they be in indus- 


try or agency. 


The decision-makers of advertising have seen the tre- 
mendous strength that comes of “knowing what can be 
done” in Business Week’s news pages and advertising 


pages. 


So...ring in the old year 1943—there’s a pile of work to 


be done! 


| Surveys made within the past 

months show 3.6 readers 

a 4 W copy: a total of 450,000 

et Seumeulive readers... good evi- 

Seance interest in BW's report- 
eet business news. 


FP as ST an se 


During 1942 BW has shown 
each step in the rise to posi- 4am 
tions of national responsibility) 
of men like Eberstadt, Jeftets) am 
Kaiser, Byrnes, George, Wilson 
-..men whose ‘42 de@iiamamm 


To handle the increase in volume 
and importance of 1942's busi- 


THE NEWS-BASE OF 


ness news, BW increased its 
editorial and correspondent 
staff by 50%; covering Latin 
America alone are 10 BW re- 
porters. - 


MANAGEMENT'S DECISIONS 


countries with a program of re- 
habilitation so that permanent pro- 
grams of self-help may take the 
place of traditional temporary re- 
lief. 


Why Promote in 
Face of Scarcity? 


Del Monte Answers 


San Francisco, Dec. 29.—Cali- 
fornia Packing Corporation, better 
known as Del Monte because of its 
brand of processed fruits, has long 
been distinguished as a producer 
which knows the necessity of ex- 
plaining its plans and objectives to 
dealers. Of latter days, it has been 
distinguished as a producer which 
knows the necessity of explaining 
not only to the dealer but for the 
dealer to explain to the public. 

The “Del Monte Advance News,” 
the sales organ which tells Del 
Monte dealers when and how the 
company is going to move in a mar- 
keting sense, explains its decision to 
advertise raisins and dried fruits— 
both of which are likely to be 
searce—in these terms: 


Works Three Ways 


“If you do have Del Monte raisins 
and prunes, naturally you will want 
to sell them. These ads will help 
you. 

“But at the same time, we don’t 
want customers to blame you if 
you’re short of these Del Monte 
dried fruits. So the ads make a spe- 
cial point of the fact that a very 
large part of the Del Monte pack 
this year has been required by the 
armed forces. 

“Lastly, we don’t want customers 
to forget how good these Del Monte 
products are, even if they can’t get 
all they want in wartime.” 

This triple advertising objective 
protects the company as well as the 
dealer, Del Monte feels, and “this 
year’s Del Monte raisin and dried 
fruit advertising is important to 
your own dried fruit and raisin 
business both now and later.” 


Gets Floral Account 


_. Robert B. Young Advertising 
Agency, San Francisco, has been 
appointed to direct advertising for 
'the Northern California Floral In- 
dustry, comprising retailers, whole- 
salers and growers of flowers. An 
| initial campaign released by the 
/agency in San Francisco, Oakland 
|}and Sacramento newspapers urged 
'the public to get its holiday orders 
for flowers in early because of limi- 
tations on transportation facilities. 


‘Morse Named. Manager 


Otis Morse IV, program director 
|of Radio Station WSBA, York, Pa., 
| since the station’s opening on Sept. 
|1, has been named manager. He 
| will be succeeded as program direc- 
| tor by Max Robinson, former an- 
|nouncer at WHO, Des Moines. 


| Maloney Resigns 


| Margaret Maloney, publicity di- 
| rector of Station WKRC, Cincinnati, 
for the past six years, has resigned 
effective Dec. 31. Miss Maloney, 
who recently also has been coordi- 
nator of war effort programs on the 
station, will become manager of the 
Remtico supply division of Reming- 
ton Rand at Louisville. James Patt, 
sales promotion manager of WKRC, 
will assume the additional duties of 
publicity director and supervisor 
of war effort programs. 


“WFDF Flint Michigan says I should 
| have my hat reblocked.” 
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Formula for Prosperity 


The American Federation of 
Labor has appointed a nine-man 
postwar planning committee to 
study the problems which will be 
confronted when peace comes. This 
is a decidedly worth while activity, 
demonstrating the fact that leaders 
of organized labor are capable of a 
statesmanlike attitude toward the 
questions which concern all busi- 
ness, all workers and all other 
citizens. With Matthew Woll, able 
vice-president of the federation, 
heading the committee, and men of 
the type of David Dubinsky mak- 
ing up its personnel, it should be 
able to make a valuable contribu- 
tion to our postwar program. 

The two primary elements re- 
quired for successful postwar oper- 
ations are, it is generally agreed, 
the full functioning of the free en- 
terprise system to encourage the 
development of new businesses and 
the expansion of old when the war 
production machine slows down, 
and increased efficiency in industry, 
through better machines and meth- 
ods and intelligent and enthusiastic 
workers, to insure improved prod- 
ucts at lower costs. Obviously only 


the full cooperation of labor to this | standards in peace time can be ac- 


end will make it possible for the 
program to be successful. 

Labor, it must be admitted, has 
never fully accepted the philosophy 
of constantly improved technology, 
through more efficient machines and 


methods, as a basis for prosperity. | 


It is concerned primarily with job 
security, which is always threatened 
through temporary dislocations 
caused by the introduction of more 


We Are All 


The resignation of Donald Mont- 
gomery as consumers’ counsel in 
the Department of Agriculture was 
regarded as a protest against what 
Mr. Montgomery considered to be 
an unsympathetic point of view 
toward consumers in the establish- 
ment of the national war program. 
Perhaps his position was justified 
from the standpoint of failure 
properly to anticipate wartime de- 
mands which have reduced avail- 
able supplies of goods for civilian 
consumption. 

On the other hand, it has seemed 
to many that Mr. Montgomery rep- 
resented not all consumers so much 
as a particular type of organized 
consumer, with a specific attitude 
toward distribution not entirely 
favorable to our present methods. 
In other words, it seems that Mr. 
Montgomery not so much promoted 
the interests of consumers as a 
whole as what is known as the con- 
sumer movement, which is some- 


labor. 


productive machines. That is the 
reason for low standards of produc- 
tion, regardless of machine capac- 
ity, in many industries where or- 
ganized labor is in control, and for 
efforts to protect jobs, through 
numerous familiar devices, regard- 
less of the end result in costs and 
prices which determine markets and 
therefore limit the number of jobs 
which can be supplied. 

Business may be largely at fault 
for this attitude on the part of or- 
ganized labor. Greater industrial 
efficiency does not help the economy 
unless it is translated not only into 
increased profits, but also lower 
prices, to broaden the market and 
increase purchasing power, and 
higher wages, to improve the pur- 
chasing capacity of workers. Most 
economists are now agreed that the 
crash of 1929 and the ensuing de- 
pression were due to failure to in- 
sure general participation in greater 
productivity through proper distri- 
bution of its fruits to consumers 
and workers as well as owners and 
managers. 

We can all agree that paying war 
debts and maintaining high living 


complished only by greater produc- 
tion of wealth. America must pro- 
duce more, if we are to have enough 
for all. The problem of the distri- 
bution of our increased production 
is one which can be solved only by 
intelligent cooperation and under- 
standing on the part of business and 
They should be partners 
rather than opponents in any sound 


| program for postwar prosperity. 


Consumers 


thing entirely different. It is the| 


group which looks to organization 
of consumers into cooperatives for 
the purpose of eliminating some 
distribution costs, a:id which frowns 
on advertising as a factor in those 
costs under our present system. 
Hence the resignation of Mr. 
Montgomery may give an oppor- 
tunity to the Department of Agri- 
culture to set up a service for con- 
sumers which will be dedicated to 
the promotion and protection of all 
consumer interests, and not merely 
a particular section of them. 
There are many things which 
can be done to improve the posi- 
tion of the consumer under war- 
time conditions. But they should 
be planned with a view to taking 
full advantage of our present ex- 
cellent system of distribution of 
consumer goods, rather than for the 
purpose of promoting an entirely 
revolutionary conception of how 


|}consumer needs should be supplied. 


THAT DIVINE, EXOTIC ODOR 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2103. New Circulation Figures 
for the Three Newspapers in 


St. Louis. 

The St. Louis Post-Dispatch has 
issued this study of daily and Sun- 
day circulations of the three St. 
Louis newspapers, based on pub- 
lishers’ statements to ABC for the 
six months ending Sept. 30, 1942. 


No. 2104. How to Harness a Con- 
ference. 

In this new Hammermill Paper 

Company booklet, its author, Don 

Herold, pokes fun at business con- 


“You'll love it—It amelle like gasoline.” 


Office of War Information 


Not So Funny, Now 

Having on occasion dignified the 
first issue of the New Year with 
what we fondly believed was a 
completely idiotic (and therefore 
humorous) forecast of things to 
come, we were of a mind to do more 
of the same this week. So, follow- 
ing unbreakable custom, we looked 
back a year or two to see what we'd 
said. 

In January, 1940, we had this un- 
speakably funny paragraph: 

A prominent automotive adver- 
tiser will urge the public to buy its 
1941 model because it hasn’t been 
changed in any particular from the 
1940 model which is giving satis- 
factory service to hundreds of thou- 
sands of owners. 

And this one—can you imagine 
anything quite so funny?—really 
slew them: 

Following complaints from retir- 
ing guests, spectaculars in Times 
Square will be shut off at 8 p.m. 


disturb sleepers in nearby hotels. 
Then there was this clincher: 
And, war will be outlawed as an 

instrument of national policy. 
Gosh, was that stuff supposed to 

be humorous just three years ago? 


In the Long, Long Ago 


1940, suppose we see what the ad- 
vertising world was thinking. Head- 
line: “‘Westinghouse Seeks 15% In- 
crease in Appliance Sales”; head- 
line: “Increased Budgets, Expanded 
Promotion Set as 1940 Pattern”; 
\headline: “Servel Aims for Re- 
| placement Units in 1940 Campaign.” 
|A front-page box: “The Consumer 
Movement—No. 1 Problem in 1940.” 
| Transcontinental Broadcasting Sys- 
tem, a projected new national net- 


the last minute. Swift, Wilson, Ar- 
|mour rush into promotion with 
jcanned meat products patterned 


fied advertising agency used a full 
page “want ad” looking for an “ad- 
vertisement-maker’’—no doubt the 
| largest want ad ever run in the ad- 
|vertising press. Alec Templeton, 
blind pianist, who was broadcasting 
for Alka-Seltzer, was named the 
outstanding radio headliner of 1939 
in a newspaper poll. The Women’s 
Club of New Rochelle was leading 
a revolt against “mushy” radio fare. 
The New York legislature got a bill 
to levy a sales tax on advertising. 

. In other words, there wasn’t 
much of anything doing in those 
halcyon days. A “phoney war” was 
going on in Europe, but it didn’t 
|have anything to do with us, and 
|certainly not with the marketing 


so that their flashing lights will not ‘thought you ought to know that the | 


As long as we're back in January, | 


work with 102 outlets, blew up at | 


after Hormel’s Spam. An unidenti- | 


Ad-libbing 


world. What was bothering you 
and us was the Federal Trade Com- 
mission, and the consumer move- 
ment. 


Light 

We've been exposed to any num- 
ber of dissertations, lectures and ex- 
hibits on light and color, and mos 
of them, while they have interested 
and intrigued us, have also made us 
slightly dizzy. Not so an interesting 
| volume called “Light’’ which Wendt 
| Advertising Agency has produced 
'for Strong Electric Corporation, To- 
|ledo, maker of projection lamps and 
rectifiers for theaters. Strong is do- 
|ing all-out war work at present, so 
/the elaborately illustrated and pro- 
'duced brochure probably classifies 
‘as institutional advertising. What 
|interests us most about it is that it 
|makes the subject of light and its 
'uses and functions understandable. 


‘Jottings 
It’s pretty old news now, but we 


| National Farmers Union announced 
a nationwide essay contest some 


time ago on “How to Live on $25,000 | 


a Year,” which the group said “is 
isaid to be a problem for some per- 
ee” 2 8 

Glad Rag Products Corporation, 
New York, which offers $2 for 
jingles singing the praises of Glad 
| Rag products, has developed a spe- 
cial check to pay for these jingles, 
most of which, incidentally, come 
from men in the service. The check 
is plainly marked “Jingle Award 
Winner,” and a perforated strip at 
the left bears, instead of the usual 
financial data, this message: ‘Your 
jingle has been accepted. Here’s 
your two bucks. Thanks for writ- 


_ fs 'a 
Leavitt Parsons of New England 
Poultryman had his Christmas 


cards “printed by the government.” 
They consisted of plain white card 
| stock, with a flawless steel engrav- 
ing of the Minute Man pasted on. 
| The engraving we’re talking about 
is the one on the ten-cent war 
stamp... 

And Reliance Electric & Engi- 
neering Company of Cleveland has 
just produced a booklet, “Memo to 
Dictators,” an inexpensive but hap- 
pily conceived piece which suggests 
how executives using dictating 
equipment can make life easier and 
more pleasant for themselves and 
the transcribers. . . 


Vet's Win Our 


| V 


in “43 | tional advertising position. 


ferences at which “the boys get to- 
gether and talk things over,” claim- 
ing that the first rule should be to 
“write it down.” He suggests printed 
forms to help conduct successful 
conferences, to report in writing 
what was accomplished and to 
check on the progress of the work 
assigned. 


No. 2016. Newsweek — a Major 
Force in American Business and 
Industry. 


Facts about Newsweek—its back- 
ground, editorial purpose, reader in- 
terest and a wealth of other ma- 


terial are compiled in this new bro- 
chure. The circulation - readership 
\study is carried out in detail, with 
igraphs showing circulation gains, 
trends and growth comparisons. 
Letters from readers and a circula- 
tion analysis by business classifica- 
tions point to Newsweek’s penetra- 
ltion of the business and industrial 
setup and the Washington scene. 


No. 2063. New Markets to Con- 
quer? 
| This folder, issued by Afro- 


|American Newspapers, gives de- 
\tailed information about the Negro 
‘market covered by these news- 
papers. The Afro-papers are com- 
i|munity institutions, the folder 
‘points out in a discussion of news 
‘coverage and editorial features. 
‘Circulation figures are given, as 
|well as a description of the papers’ 
isales and merchandising assistance. 


\No. 2090. Have You Heard the 
Long-Story-Short? 
This booklet, issued by Radio 


|Station KMOX, is about a Jolly 
Irishman who ran a furniture store 
in East St. Louis. Soglow illustra- 
tions help to tell the story of the 
furniture man’s ten-year record 


from a spot-announcement start on 
KMOX. 


No. 2050. 
Mouth. 


The United States News reports, 
|in this folder, the results of a maga- 
zine preference readership survey 
of 1,457 key men in official Wash- 
|ington. 


Straight from the Horse’s 


No. 2059. Memphis: The City, Its 
Markets and Its Newspapers. 

Memphis Publishing Company 
|has issued this new analysis of the 
|Memphis market, which is filled 
with facts about the growth and 
business activity of the city and its 
trade area. Tables show wholesale 
and retail sales, a list of the impor- 
tant wholesale and retail outlets, 
and a circulation analysis which 
gives the county-by-county cover- 
‘age of the Commercial Appeal and 
the Press-Scimitar. 


No. 2086. Sun Rise. 


| The Chicago Sun has issued this 
brochure, which recounts the story 
_of its progress and accomplishments 
\from the time of its founding a year 
ago. The brochure discusses the 
paper’s various editorial features, 
provides analyses of daily and Sun- 
\day circulation and charts its na- 
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Super-Power Unit 
Doomed by FCC's 


Final Decision 


Crosley 500,000-Wat 
Unit May Be Sold to 
Government 


Washington, D. C., Dec. 29.—The 
nation’s pioneer and only 500,000- 
watt broadcasting station was this 
week scheduled to end its colorful 
record of operation. 

The station is W8XO, develop- 


nomic disaster due to the drying 
up of automotive, appliance, and re- 
tail advertising revenues, accord- 
ing to FCC Chairman James Law- 
rence Fly. 


Tube Sales Limited 


The commission also granted the 
WBAL Broadcasting Company, 
Baltimore, consent to assign its li- 
cense to Hearst Radio, Inc., sole 
stockholder of the station, re- 
quested as a step toward simplifica- 
tion of the Hearst corporate setup. 
The War Production Board’s 
radio and radar division this week 
announced plans to require radio 
set owners to turn in their old 
tubes when buying new ones, much 
as they now must present old tooth- 
paste tubes before receiving new 
ones. An order to be issued early 


in 1943 will thus permit the salvag- 
ing of tube bases and control the 
distribution of tubes to insure main- 
taining as many receivers as pos- 
sible in operation during the war. 

The order will also reduce the 
number of types of tubes to fewer 
than 120, compared with 700 types 
originally produced. Limitation 
Order L-76, on April 17, reduced 
the number of types to 375. 

The 120 types to be produced will 
satisfy requirements for 90% of the 
sets in use, according to WPB, the 
remaining 10% being serviced with 
tubes from existing stocks. Pro- 
duction of different types will be 
concentrated in different plants in 
the industry, and_ distribution 
pooled. No plans have yet been de- 
veloped for branding or “Victory” 
labels. 


Open Letters 
Mark New Penn 
Salt Campaign 


Philadelphia, Dec. 30.—The Penn- | 


sylvania Salt Mfg. Company has 
launched a new campaign featuring 
a series of letters signed by its presi- 
dent, Leonard T. Beale, and ad- 
dressed to important Washington 
officials. 

The full-page two-color opener, 
addressed to WPB Chairman Don- 
ald Nelson, sets the pattern for 
those to follow by taking a double 
tack: admitting the great responsi- 
bility of Washington leaders in war- 
time, and pointing up the job of a 
single company in the field which 
is determined to do its full part in 


the war effort. The advertisement 
is headlined, “It’s a tremendous job 
you’re doing, Mr. Nelson.” 

The opening advertisement, ap- 
pearing in the Dec. 19 Business 
Week, will be repeated next month 
in Purchasing. Geare-Marston, Inc., 
is the agency. 


Premier Publishes 
‘Plan of Action’ 


Premier division of Electric 
Vacuum Cleaner Company, Cleve- 
land, has published a “Plan of Ac- 
tion,” a new manual that outlines 
a procedure for organizing a suc- 
cessful service business and tells 
how to develop it in profitable 
volume. 

The book may be obtained by 
dealers at no cost from the com- 
pany. 


mental transmitter of the Crosley 
Corporation, Cincinnati, which once 
carried the call letters of WLW to 
the largest area ever served by a 
United States broadcasting station, 
and which was once considered the 
- forerunner of a new broadcasting 

era of “super power,” in which 
r some 25 broadcasting stations were 


" expected to blanket the nation’s 9 
- rural areas. 
= W8XO’S experimental license ex- 


pires Dec. 30, and the Federal Com- 


es 2 ee 


Axis and occupied countries on 
broadcast channels. 


_ 
O munications Commission today 
d ended its term by refusing to re- 
il hear its Nov. 30 decision denying 
g the Crosley application for renewal 
0 of the station’s license. The FCC 
k also denied a rehearing of Crosley’s 
application to resume daytime oper- 
ation of WLW with the 500 kw 
yr W8XO transmitter for the duration | 
d of the war. | 
i May Be Sold to U. S. 
a The station with ten times the 
= wattage of any now licensed by the 
ye FCC, is slated for either the scrap 
ip heap, idleness for the duration, or 
-h purchase by the Office of War In- 
s, formation. If sold to the govern- a 
s. ment, it will be rebuilt for short- a ~ ft .% 
ss wave beam operation to Europe or = 
™ Asia, or transplanted to England Paes 
~~ or North Africa, there to carry the 
al message of the United Nations to V Y O MUNITY 
—* 3 


- The 500,000-watt WLW transmit- . 
ter was built to pioneer “super- — 
- power” experiments in this coun- 
e- try in the mid-30’s, but was 
doomed to discard when th . 
: ent administration of the FCC re- He is either the initiator or chief endorser of eve rthwhil ject f 
n= fused to license other high power TY WerrnwnES Preyeer rer 
er stations on the ground that a local betterment. When people want something done, they give the job to a 
VS monopoly of radio advertising and 
8. service would rest with the li- busy man, and he is the man. Then he in turn sells the project back to the 
as censees S' 
rs’ channel stations, including NBC and people. It's essentially a selling job, and he puts the same intelligence and 
e. BS ° ° ° . ° . 
' drive into the job that he gives to his own business. When he speaks he is 
The FCC instead embarked on a | g P 
- Std eat tae eae, | listened to with respect because he is always associated with successful 
= many of which are faced with eco- undertakings. 
ly 
re There are Yankee Network stations in 21 New England cities. 
a- 9g 
he Each of these stations is like a leading citizen. It is called on to par- 
: A CCEPTA N CE ticipate in every civic enterprise. When patriotic committees wish to get 
‘s a message to the people quickly and forcefully, they turn to the local 
e’s Yankee station. 
ts. The Each station is thus closely identified with the civic life of the community. 
“ y ANK EE Its part is essentially a selling job. And whether it is participating in a 
al wo RK’ S patriotic or local business promotion, it has earned the goodwill and respect 
- N ET 0 N of the community. It has the loyal listenership of that community, and this ac- 
E 0 U N D A TI ceptance is a vital part of its sales influence in purely commercial broadcasts. 
~~ When you are making up your advertising schedule for this market, 
re consider the long established acceptance of these 21 stations, that give 
> you a sales grasp of all New England. 
_ 
ts, 
ich eople 
> The One, arts OPP peopl 
n ‘2 saue of 
aut the mastery Of UN of "types 2 YA N K E E N E W O R K 
entertaining @ Pract of the appeal 
secrets | THE , INC. 
his That's why CW, has. ent, ry 1 . 
or SUITS, ing t0 do $0, an activ 
y ; idea aio, an activa 2aeny | | Member of the Mutual Broadcasting System 
n for adver isers in 


town field. 


_CAPPER'S WEEKLY 


Publconons. ‘ 
373,000 Sabscribers 


21 BROOKLINE AVENUE, BOSTON, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Switches Copy to 


Farmers’ Praise 


Minneapolis, Dec. 30.—A clothing 
store’s principal function is selling 
clothing. When it switches to in- 
stitutional advertising, or any other 
kind of advertising which doesn’t 
have sales as its principal objective, 
the custom is to talk about the his- 
tory of the city, or the time when 
Jacob Oswald, the founder, climbed 
off his river packet with three bar- 
rels of flour, two beaver hats and 
a bale of Barlow knives and set up 
a business. And, since the war, 
bond and stamp copy has been 
added to the repertoire. 

But Maurice L. Rothschild, which 
operates stores in Minneapolis, St. 
Paul and Chicago, has started a 
campaign which resounds with none 
of these familiar themes. Immedi- 
ately after Gov. Harold E. Stassen 
of Minnesota unveiled a program 
asking for deferment of essential 
farm workers, the clothing chain 
unleashed an institutional campaign 
which was designed to sell Minne- 
sota farmers on their contributions 
to the war effort. 


Ties in with “A” Drive 


In full-page copy, the store por- 
trays the uses to which Minnesota’s 
agricultural products are put in the 
war effort, and it will later tie in 
with the governor’s idea of signal- 
izing outstanding agricultural pro- 
duction with the award of “A” ban- 
ners and buttons to the farmers 
reaching production goals. 

The late Maurice Rothschild was 
intensely interested in agriculture, 
and had advocated that Minnesota 
farmers switch from concentrated 
wheat output to a diversified pro- 
duction. When the store was cele- 
brating its 50th anniversary during 
the depression years, copy was 
devoted to the theme “the North- 
west comes through,” and told 
methods by which Minnesota and 
other northwestern states were 
overcoming depression barriers as 
well as the devastating drought 
which had blighted the entire Mid- 
west. 

The advertising department of the 
Minneapolis Star Journal and Tri- 
bune prepared the current cam- 
paign. 


Award ‘M’ Pennant 


The first U. S. Maritime “M” 
pennant in the fireclay industry and 
the first in the state of Missouri has 
been awarded to A. P. Green Fire 
Brick Company, Mexico, Mo., for 
outstanding achievement in the pro- 
duction of fire brick and refractory 
materials used for lining the boil- 
ers of Liberty ships. 


Two Appoint Riordan 

Robert H. Clark Company, tool 
manufacturer, and Rocky Mountain 
Steel Products Company, both of 
Los Angeles, have named John H. 
Riordan Company, Los Angeles, to 
direct advertising. 


Did you miss 


JEFFERS? 


Names New Head 


Following his nomination by M. 
Lee Marshall, president and chair- 
man of the board, Raymond K. 
Stritzinger has been named presi- 
dent of Continental Baking Com- 
pany, New York. Mr. Stritzinger 
was formerly director of operations 
for the company. 

Mr. Marshall said he was relin- 
quishing the presidency to devote 
his full time to duties as chairman 
of the board. 


War Dept. Adds Vial 


Charles Vial has resigned as vice- 
president and general manager of 
Prince & Co., Detroit, to go with 
the War Department’s Detroit 
ordnance district. 


Soy Bean Products 
Get Bigger Push 


Chicago, Dec. 29.—In the wake of 
the growing shortage of meat, mar- 
keting observers expect soy bean 
extenders and alternates to take up 
an important position. One such 
extender, Pro-ten, is a product of 
the Thomson & Taylor Division of 
Warfield Company, which after a 
package change quelled an FDA- 
inspired suit in St. Louis, is actively 
promoting the product in St. Louis 
and Rockford, Ill., and is eyeing 
other markets in the Midwest after 
distribution has been achieved. 


directs the account. 

Another product, Golden Soy 
griddle cake mix, is currently get- 
ting the benefit of intense local 
Chicago promotion, with its back- 
ers now preparing to extend it to a 
statewide campaign. 

Golden Soy, while a new product 
in a promotional sense, was for- 
merly sold by its maker, Soy Food 
Mills, through health stores as a 
health item. With the advent of a 
meat shortage, the company decided 
to capitalize on the product’s taste 
and protein qualities, and to pro- 
mote it extensively. 

At present it is appearing in four 
Chicago newspapers, with the eve- 
ning papers, the Herald-American 
and the Daily News, getting the 
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are outdoor, car cards and radio. 
Spot announcements are heard 
twice a day over six Chicago sta- 
tions, and a five-minute “short sub- 
ject” is sponsored over Station 
WGN. 

Although plans for stepping up 
the drive to include statewide pro- 
motion are still in the tentative 
stage, they are said to include 
newspaper and radio promotion. 
Harley F. Jones Company is Soy 
Food Mills’ broker; and Jim Duffy, 
Inc., is the agency. 


Names Best & Co. 


D. Ornstein & Sons, manufacturer 
of watch cases, has appointed Frank 
Best & Co., New York, to handle 
advertising. 


bridge of a wounded warship, the pock-marked 
airfield of a tropical island... such harsh places 
serve their purpose as temporary headquarters 


for the leaders who direct our gallant arms. 


Yet none of these is the real and enduring 
American Headquarters. That headquarters is 
back in Iowa, in Vermont, or Ohio, or Georgia. 
The real American Headquarters is in the HOME. 


It is from here that the course of the nation is 


\ 


Pa 
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4 ™ 


..-. to American 


A shallow dugout in the desert, the swaying 


Helping More Than 2,470,000 Suburban Home 


Families Plan Their Buying for Today and Tomorrow 


plotted, its destiny directed. 

And it is ‘nto the home itself —into this phy- 
sical structure of brick, wood, concrete or stone 
—that American families escape to plan for its 
continuation and improvement, for the main- 
tenance of its ideals and standards. 

More than 2,470,000 suburban home families 
rely upon Better Homes & Gardens to further this 
constructive, patriotic escape. They regard Better 


Homes & Gardens as their “‘official publication” 
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Factory Music 
Proves Valuable 
as Promotion Aid 


Detroit Is Center 
of Use; Equipment 
Problem May Hamper 


By H. E. GRONSETH 


Detroit, Dec. 29.—A _ postwar 
world in which factories denying 
music to their workers may find 
it hard to match the efficiency of 


rivals “wired for sound” may be 
forecast by the experience of sev- 
eral Detroit war plants which are 
furnishing their employes’ with 
music while they work. 

In such plants as Champion Spark 
Plug Company, Kenlee Corporation, 
Velvac Inc., and others, scientific- 
ally - programmed background 
music, piped via telephone lines 
from central studios, is credited 
with results so notable that several 
other major producers of war ma- 
terial have ordered installations be- 
tween now and the first of the year. 
They include the Kelsey - Hayes 
Wheel Company, Carboloy Com- 
pany, N. A. Woodworth, and an ex- 
perimental job for Vickers. Still 
other extensions of the service have 
been blocked, perhaps for the dura- 


tion, by shortage of telephone lines. 

Users of industrial music report 
that it justifies itself in a number 
of inter-related ways. For one 
thing, they say, it alleviates fatigue, 
leveling out the dip in the produc- 
tion curve as the day wears on. For 
another, it seems to keep the work- 
ers on their toes, with the result 
that rejects are fewer, and lost-time 
accidents, due to the monotony of 
repetitive motions, are sharply re- 
duced. Even absenteeism, one of 
today’s worst bugbears for manage- 
ment, seems to have yielded some- 
what to the advent of music in the 
plants. And though labor may be 
cynical about the motives prompt- 
ing the innovation, it has invariably 
responded favorably to this evidence 
of management’s interest. 


matters of the home. They read it and study it page 


y page to learn new ways to make their homes more 


eerful, more attractive, more comfortable. Their care- 


lly kept files of back issues serve as an authoritative 


ncyclopedia of home improvement and home living. 


Now, in our time of war, the influence of Better 


lomes & Gardens in the lives of America’s families, 


d its helpful service in their planning for the future 


their homes, is greater than ever before. Meredith 


ublishing Company, Des Moines, Iowa. 
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Industrial background music is 
not entirely new. It has been used 
extensively in British factories since 
the start of the war, and much of 
the spadework responsible for the 
results achieved over here was done 
on the other side. In the East, four 
of William A. Batt’s SKF plants em- 
ploy it; so have Cluett, Peabody & 
Co. and the Reader’s Digest. Either 
because of the concentration of war 
industry in Detroit, or because it 
was already supplying background 
music to hotels, cocktail lounges and 
the like when the war began, the 
Detroit distributor of the service 
has forged far to the front among 
purveyors of industrial melody. 

The Michigan Music Company, 
the distributor, operates under a 
franchise from the parent company, 
the Muzak Corporation of New 
York. Its equipment consists of a 
series of turntables, a transcription 
library of several thousand num- 
bers, and a switchboard connected 
with each of the subscribing plants. 
Except for the type of music, and 
the periods during which it is 
played, the industrial operation is 
identical with that underlying the 
familiar background music heard in 
bars, restaurants and other public 
places. In most industrial installa- 
tions, however, Muzak service is 
combined with a public address and 
air raid warning system, so that a 
single hookup within a given plant 
serves the ends both of production 
and security. 


Survey Made First 


Each installation is preceded by a 
survey of the plant to be covered. 
This provides a basis for locating 
loud speakers so that music and 
messages will reach every employe. 
The mere fact that a plant has a 
high noise level does not necessarily 
unfit that plant for the use of 
Muzak, it is pointed out, since the 
vibration frequency of the vertical 
cut transcriptions is far higher than 
that of most factory noise, virtually 
spanning the sound-wave range 
audible to the human ear. 


kins, president of the 
Music Company, insists. 
“Each subscribing plant furnishes 
us with complete personnel data be- 
fore service is started,” Mr. Hopkins 
said. “Such information as the ratio 
of women to men, the average ages 
of both, the sections from which the 
workers come, all help our pro- 
gramming department tailor the 
program to the plant’s needs. This 
doesn’t mean that plants with large 
numbers of Kentucky and Tennes- 
see natives get hill-billy stuff ex- 
clusively, but it may indicate a 
somewhat higher ratio of that kind 
of music than would be furnished 


“Scientific programming” is more | 
than a catch phrase, James F. Hop- | 
Michigan | 


workers with procedure in case the 
real thing comes. 

The military people supervising 
much of the war production in the 
Detroit area are said to be con- 
vinced that industrial music is do- 
ing a first-class job. If their con- 
viction can be communicated to the 
War Production Board, which has 
withheld priorities needed for some 
of the equipment, the already ex- 
tensive use of this production “lub- 
ricant” in the nation’s arsenal may 
be multiplied many times over in 
1943. If not, the potentialities of in- 
dustrial music may have to wait for 
full realization until after the war. 


WIJSV Ups Chadwick 


Lee Chadwick, promotion man- 
ager of WJSV, Washington, D. C., 
has been named publicity director 
of the station in addition to his 
present duties, succeeding Paul T. 
Glynn, recently commissioned a 
lieutenant (jg) in the naval re- 
serve. Helen Reis Fredlund of 
WCCO has joined the WJSV pub- 
licity staff. 


WEEI Adds Cunningham 


Guy H. Cunningham, formerly 
sales'promotion manager for Screen- 
land, Silver Screen and Movie 
Show, has joined Station WEEI, 
CBS Boston outlet, as sales promo- 
tion manager. 


TRUE STORY gives ‘you 


~ MORE | 
FOR LESS 


MORE Wage Eamérs than ony 
other magazine in the world... 


andat 

1], THE COST of the average of 
the 11 other leading magazines 
... far less than any single one!* 
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: 4 HELEN, YOU'VE NO IDEA HOW MANY 
| | THINGS | NEED--BUT WITH LIVING 
‘» EXPENSES SO HIGH THESE DAYS 
WE'VE JUST HAD TO WATCH 
. EVERY PENNY / 


ME Sie oe 


rare cases, on the reading lists of tax- 
cramped, white collar families, whose 
buying power is off. 


a plant staffed largely by Michigan- | 
born. A high ratio of middle-aged 
workers among the personnel would 
suggest mixing older musical num-| 
bers liberally into the program, 
while a payroll made up largely of 
men and women under 30 might 
go for more jitterbug stuff.” 


Instrumental Music Used 


Except during rest periods and at 
mealtimes, all music played is in- 
strumental. This, Muzak points 
out, does away with the distraction 


1M GOING ACROSS TO STERN'S 
TO LOOK AT A NEW BEDROOM SET 
JIM WANTS ME TO BUY --WHY 
NOTCOME ALONG AND HELP 
ME DECIDE / 


You Will Find True Story read by Wage 


which would otherwise result from 
workers’ trying to catch the words. | 
Music is not continuous through 
any given shift, but is spotted in, 
'a maximum of two hours being 
|played in any eight-hour shift. It 
starts after the shift has been on for 
‘an hour or two and is presumably 
| getting a little tired, and continues 
i\with 15-minute interruptions 
| throughout the rest of the shift. 

At least one of the new installa- 
‘tions, that for Kelsey-Hayes, calls 
\for news broadcasts at intervals 
i\throughout the day. Radio pro- 
| grams from any of the local stations 
‘can be cut into the system at will, 
| making it possible for the workers 
to hear Presidential addresses and 
‘other inspirational material which 
may come over the air. 

Michigan Music Company is one 
of the official distribution points for 
the yellow air raid alarm signal, 
and in event of air raids, will act in 
this capacity for its various sub- 
scribing plants. Tests of this sys-| 
tem are held from time to time in| 
leach of the plants, to familiarize 


Earner families...the people whose 
incomes (according to one survey) are 
up 43% across the nation. 


pLUS 


*5 OTHER “EXTRAS” 


1. Cover-to-Cover Readership. 2. Rec- 
ord Pass-Along. 3. Highest Ad Reader- 
ship. 4. Least Duplicated Audience. 
5. Moves with the Payrolls. 
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“Victory, closely resembling the|need to advertise the fact. Does wh 
colorful En Guardia, published for |this reluctance to self-glorify their me 
\ ] e e the Coordinator of Inter-American |purchases denote their lack of rea 
o1ce oO t e vertiser Affairs by the McGraw-Hill Pub-|patriotism, particularly when they mit 
lishing Company, differs from its|are made to assure the continued pre 
i i xistence of this country and our 
This department is a reader’s forum. Letters are welcome. eerie” one important respect, oer of Wha? Lawn of ponron a. ae 
: done, they are not plastic but phe-| En Guardia is published by the |often expressed by willingness ty { 
McClintock Calls War COAST GUARD COPY nolic vesta-hendied plywood. From| Business Publishers International |serve and sacrifice without thought sae 
Issue Remarkable Job the news angle this may not be as| Corporation, a company which is|of reward or recognition, than by all 
To the Editor: I have just had eye-catching, but it is a truer state-|owned jointly by McGraw-Hill |flag waving or beating of drums. to 
the very great pleasure of going ment of fact. Publishing Company, the employes| Patriotism can be compared to re- the 
over the Dec. 21 issue of ADVERTIS- While some of the things that|of the Business Publishers Inter-|ligion. If you haven't got it in your fri 
ING AGE in which you have done plastics have done may seem almost | national Corporation and the Chil-|heart, it doesn’t mean a thing. the 
such a magnificent job in setting like magic, we of the industry feel|ton Company; and En Guardia is Joseru R. Rayvip, the 
forth the war effort of American that over-statement and mis-state-| printed in Philadelphia by the Chil- Jackson Heights, N. Y. 
advertising. ment definitely reflect upon them.| ton Company. 
This is one of the most stimulat- We prefer to see correct statements C. A. MussELMAN, et 
ing and inspiring views of war ef- and welcome writers checking with President, Chilton Company, ° 
fort which has come to my attention us before publication of things of Philadelphia. Premiums and the War 
and all of us in advertising are which they are not absolutely cer- To the Editor: Can anyone deny 
deeply grateful to you for the fine pe Pos 8 tain pertaining to plastics. = =, * that premiums and advertising spe- V 
and skillful way in which you have Whai?...A Sailer Qe Rorsebach? 2 H. S. SPENCER, Without Thought cialties (a Meg ig ng <hanl 
presented the matter. ont ee: Advertising Manager, Durez {R d dustry before the war) were instru- pr 
For the Advertising Council I am bat LA te Sew? Plastics & Chemicals, Inc., |O% Mewar pa mental in creating sales and increas- st 
especially grateful, not only for the ’ tee Na Co, North Tonawanda, N. Y. To the Editor: The opinion ex- ing production? It must be remem- cl 
accurate and penetrating way in ~ — vv, pressed by “One of the Small Fry” | bered that the amen —- 
which you have analyzed thie job, r: at ‘En Guardia’ Publisher in your issue of Nov. 23 A eS a ey or 2 py ee _— ” w 
but also, more importantly, for the . ‘ ac mind a misconception, and, if is that it creates incentive to do 1, 
fine way in which you wove the ce, Jointly-Owne ompany may, I would like to set the gentle- something. Emphasis on the word It 
functions of the Advertising Coun- Pe tony ee’ va sta eee To the Editor: May I point out |man straight. “incentive!” to 
cil into many of the other special es seiniy SS game 0 , to you an error in a recent issue} Subscribing 10% of one’s salary Now, the point I wish to make is rc 
media, agency and _ advertiser 7. : _ |of ADVERTISING AGE? I refer to the | does not guarantee one’s patriotism, | this—if well thought out premiums se 
stories. ee ee article about “Overseas ‘Victory’ |neither does the wearing of a button | and advertising specialties can cre- B 
I am sure that the advertising Magazine to Have Advertising ‘confirm it. Many individuals in|ate sales, improve and_ increase st 


profession as a whole must be very 
grateful in this remarkably fine job 
which you have done. 
MILLER MCCLINTOCK, 
The Advertising Council, Inc., 
New York. 


a . 


ODT Campaigns Head 
Likes Special Issue 

To the Editor: I certainly wish 
to congratulate you upon the 
“Advertising—A Year at War” 
issue. 

As I told Hal Burnett yesterday, 
you surely have covered every de- 
tail of the Washington picture and 
all of us will find it extremely help- 
ful. 

In the rush and bustle of produc- 
tion here, many of the interesting 
personal facts about our associates 
are overlooked, and your Washing- 
ton “research” has gathered to- 
gether so much of this information 
that it proves intensely interesting 
in bringing us up to date. 

I cannot possibly imagine a more 
helpful service that you could have 
rendered to the Bureau of Cam- 
paigns and to the cause of advertis- 
ing in its service to the war effort. 

PauL H. BOoLTon, 

Chief, Campaigns Section, Divi- 

sion of Information, Office of 

Defense Transportation, Wash- 

ington, D. C. 
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‘Magnificent Job’ 

To the Editor: I just finished 
running through the Dec. 21 issue 
of ADVERTISING AGE, and I want to 


The “fourth arm" of America's fighting 

forces is featured in this new Folmer 

Graflex advertising, to appear this 
month. 


Guard is right. Advertisers should 
feature the “Fourth Arm of Ameri- 
ca’s Fighting Forces” as well as the 
Army, the Navy and the Marine 
Corps, in wartime advertising. 

The lieutenant’s letter appeared 
in your Dec. 14 issue. The same 
day we received first proofs of an 
advertisement which we prepared 
some time ago for our client, the 
Folmer Graflex Corporation, and 
you will note from the enclosed 
copy that the advertisement fea- 
tures an official Coast Guard photo 
as well as lead-in copy referring to 
that branch of the service. This 
copy appears in many publications 
in January. 


sponse to Lt. Blair Walliser’s plea, 
doesn’t it? 

RAYMOND P. WEIs, 
Vice-president, Hutchins Ad- 
vertising Company, Rochester, 
N. Y. 


> + F 


Annual Report 


To the Editor: It has long been 
the custom of businesses to issue an 


at the close of the year. The Co- 
lumbia Baking Company of At- 
lanta, Ga., operating 14 wholesale 
bakeries in Virginia, North Caro- 
lina, South Carolina, Georgia and 


Florida, is this year publishing an | 


annual report in the form of an 


Looks like a mighty quick re-| 


annual report to their stockholders | 


Pages.” . 
The paragraph to which I draw 
your attention is that which says: 


the higher brackets set aside more 
than 10% of their incomes to the 
purchase of war bonds, yet see no 


production, better quality, reduce 
absenteeism, promote safety, and 
work in more than 30 other ways,— 


congratulate you on a magnificent |open letter addressed to their men | 
job. I hope to be able to read the |now in the armed forces. | 
war review more carefully during) This is not a financial report— 
the next few days, but even a/rather it is a summary of what 
casual perusal gives one the feeling these plants have been doing on the | 
that here is a task that needed do-|home front to back up their men | 
ing and that has been executed in |0n the fighting fronts. 
workmanlike fashion. | The advertisement is 7 columns | 
Epwarp ANTHONY. by 20 inches and will appear in 
Crowell-Collier Publishing |some 65 daily newspapers on Dec. 

Company, New York. 28 
v,vy 


Trust Company Offers 
Gas Ration Book Covers 


To the Editor: Some time ago we 
sent to ADVERTISING AGE an article : 
concerning our cover for sugar ra- Telling Plastics Story 
tion books. We have now made up To the Editor: Thanks for pub- 
a protective envelope for gasoline lishing the letter of Louis Flader 
ration books, and thought you might regarding the testing of plastic 
be interested in having a copy of plates. 
this envelope. While the plastics industry has 

On the front of the small en- | done a great deal of work on print- 
velope is space for the name and | jing plates and they are not new— 
address of the owner, plus a re- work probably dating back 15 or 16 
minder that “war bonds are not | years—they are, as your correspon- 
rationed,” and that the best place dent contends, not as yet perfect. 
for those purchased is in a safe de- One of the problems of the plas- 


NORMAN FRANKEL, 
Freitag Advertising Agency, At- 
lanta. 


oe a 


Offers Help on 


posit vault. On the back of the en- tics industry has been accurate 
velope are suggestions as to how statements regarding plastics. Plas- 
motorists can do their part in the tics having caught the  public’s 


war program. 
RALPH K. Brown, 
Advertising Manager, Missis- 
sippi Valley Trust Company, St. 


fancy, and the public today being 
plastics-conscious, much news re-| 
garding plastics has been mislead- 


So 
ing. 


Louis. The press heralded the plastic 
P vv car, the plastic aircraft; neither of 
Helping Out which is actually plastic. Undoubt- 
To the Editor: We think Blair edly you will shortly read of plastic 


Walliser of the United States Coast bathtubs. Unless something new is | 
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3 January 4, 1943 ADVERTISING AGE 17 
eS why doesn’t someone in our govern- that these 1,200 druggists will see Others have inserted in their ads ‘Record’ Publishes | ° 
ir ment who thinks in terms of human |to it that these war stamp books/|the slogans or seals recommended Dear Harb ion | Admen in the 
of reactions look ante the use of pre-| will be converted to bende in short | by the Coordination Committee for | 7 : i “ge “ape iii A d F 
ey d specialties to increase|order ... and pass along our sug- ; ; xcluding ali retall merchandise | 
miums and spe p g &-|Cuba, as Compania Ron Bacardi, uc ; ndise | rme orces 
ed production and quality of produc-| gestion that their customers adopt} sterling Products, etc. Some are advertising from its Dec. 7 edition, | 
” a : li : Sat. . ° A : —— | the Philadelphia Record celebrated 
u tion? vee the idea when mailing their Christ using the slogans in their radio pro- | Pear] Harbor Day ke seletine about tides > pore gaTy 
* if 1 did not know that incentives =—ae =. h ld lik grams, and others have made alle- | 75,000 lines of war bond advertis- | vertising ‘eed x y 
+ of the “premium and advertising We thoug t you wou i e to gorical displays in their windows|ing. More than 900 retailers and | a te 
ht kind really produce results I natur- hear about this Victory promotion neh eines ‘other distributors of goods and/| Ss S pro — 
by ally would not offer this suggestion|and pass it along to your readers I dditi oa a : th |services switched their copy from manager and 
you. Money alone does not do|with the hope of encouraging more n addition to the foregoing, the! Christmas wares to bonds and|Since June 1, 
te h ted f | 
4 the trick where a “pencil or a re-|of this sort of work for our country. |A-A-C. has started a campaign of | stamps. 1942, director of 
ur frigerator” more often does—with N. T. SEDLEY, advertisements in the Cuban news-, As a spur to good copy and ex-| materials and 
the right plan behind it—something| Fair Trade Merchandising Asso- papers in order to foster the war re vee _ aod Richard .~ contract coordi- 
they can keep. ciates, Inc., Boston. spirit and to increase the coopera- i gwen > wt o a Pecan A po /nation, Truscon 
tion of all the people. These adver- | 17© DS! advertisement in each 01) Steel Company, 
C. N. CAHILL, ,vyY : . _,| three different sizes. Winners will| y t O 
i i di tisements are paid out of a special | receive their awards at one of the | *OUNS8Stown, U., 
Vice-President, Gits Molding bo gs ve aa bem eames 
Corporation, Chicago. Havana Club Has Own fund formed with the contribution | club’s January meetings. As back- sar yin we ot. 
War Advertising Fund of several members. ground for the war bond copy, the | ™!ssione@ a ma 
~~ ** ar Vv g fun I wish to mention also that every Record printed a complete news| jor in the Army Sj 
ny . P To the Editor: I am afraid that ne that tee Giben Ametionn So- review of the events of our first| transportation 
e- Victory Promotion the information you wanted about at tack ten nal ak te Oe th year at war. corps. He will Richard P. Dodds 
n- To the Editor: You may be sur-| our war activities is no longer use- 10 de — embed état tambien to aes << a oe report for active duty in Washing- 
u- prised to find with this letter a war | ful for your special issue. Notwith- aut tek taal propaganda some spe- Carter s Adds Radio ton on Jan. 1. Maj. Dodds has 
S- stamp book with the first stamp in-| standing, I am going to tell you)”: " ion tha nubiler and Yb- Time for New Show served as president of the National 
n- cluded. briefly what we are doing. Cs MCSE SS ee PF ; “Noi ” ; , Industrial Advertisers Association 
‘ — cently we have written them ask- Neighbors,” a philosophical pro- , we 
of The attached letter with a similar In the first place, many firms, | ’ ; ram by Blanchard McKee. will and as president of the Advertising 
ty . : ing them to cooperate with the co-|& 7 2€, Will go Club of Y t 
y war stamp book surprised some | members of this A.A.C., have pub- ordination committee, which they | the air for Carter’s Little Liver ub of Youngstown. 
do 1,200 independent druggists as well. | lished advertisements with war top- will enduuttedie: do ’ Pills beginning Monday, Jan. 4. The B. P. Spann, for the past eight 
rd It was part of our season’s greetings | ics. Among them, I wish to men- alien én moore 4 awe ee transcribed program will be aired | years advertising manager of Gard- 
; to these druggists (located in Met-j|tion specifically the following: |. “ fen pao an ak thin Gihieee over WJZ and WOR, both of New|ner-Denver Company, Quincy, IIL, 
Is ropolitan New York and New Jer-| Nueva Fabrica de Hielo (Tropical a ehllieeae Sie sate eon — and nine Nesom gS stations | has been granted a leave of absence 
ns sey, Connecticut, Providence and| beer and Maltina); Crusella y Ca. aie sp y = LY aang + set chine rm to accept a commission as a lieu- 
e- Boston), who use Fair Trade’s|(Candado soap); Compania Na-|™© =e. n ine ork the program wi tenant (jg) in the naval reserve, 
: - ; ; : ERNESTO DIHIGO heard at 10:55 to 11 a. m. except ; - 
se storewide merchandising service. cional de Alimentos (La Lechera— ’ |Tuesdays and Thursdays on WOR and has been assigned to Philadel- 
ce We felt it a most fitting gesture | Milkmaid—condensed milk); Igna- Secretary, Asociacion de An- when it will be broadcast from 8:50 phia. 
id in helping to keep the Victory ball cio Lopez y Ca. (Gravi tooth paste) ; unciantes de Cuba, Habana, to 8:55 a.m. Ted Bates Inc., New Harry Bostwick, business man- 
SF rolling harder. There’s no doubt’ Fin de Siglo (department store). Cuba. York, is the agency. ager of the Record-Searchlight, 


in 


If the products of pulp and paper mills were withheld 
from our war effort for ninety days, it might well spell 
disaster. Modern war draws heavily upon the products of 
the industry. First in importance comes pulp, so essential 
for the manufacture of explosives. Then there are papers 
for shell containers, food packages, mimeographs, propa- 
ganda leaflets, war maps, military orders, instruction books, 
substitutes for certain critical materials, and many other 
essential uses. As one of the great paper producers, Cham- 
pion is bending every effort to the production of materi- 


als for war, for Government, and for essential industry. 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


TORY] 


FOP) 1 
“Wy Buy 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


os oe 


Redding, Cal., has enlisted in the 
Marine Corps. He has been suc- 
ceeded by Ted Crumpacker, for- 
merly advertising manager of the 
paper. 

Leland L. Levinger, formerly ac- 
count executive with D’Evelyn & 
Wadsworth, San _ Francisco, has 
joined the Army and is stationed 
at Camp Kohler, Cal. 

Ancil Johnson, formerly a copy 
assistant in the San Francisco office 
of Lord & Thomas, has received a 
commission as a second lieutenant 
in the Army engineers corps. 

Herbert Beim, advertising sales- 
man of the San Francisco Chronicle, 
has joined the Army. 


Detroit Has Biggest 
Convention Year in “42 


Detroit had one of the best con- 
vention years in history in 1942, 
according to J. Lee Barrett, execu- 
tive vice-president of the Detroit 
Convention and Tourist Bureau. 
Many conventions scheduled for East 
or West Coast cities were trans- 
| ferred to Detroit to reduce travel 
distances, he explained, and others 
were held in Detroit because the 
armed forces had taken over most 
of the hotel facilities in cities where 
conventions originally were sched- 
uled. 

The bureau already has 150 con- 
ventions scheduled for Detroit next 
year, and expects 200 to 250 will 
be held in the city. 


Dufek for Hilgers 


Clarence Dufek, formerly adver- 
tising manager of the Reporter, 
Two Rivers, Wis., has joined the 
advertising staff of the Journal- 
Times, Racine, Wis., succeeding 
|Godfrey Hilgers, who has entered 
| military service. 


| Whose trade mark is this? 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 


_ engravers, 207 N. Michigan 


Ave., or phone FRAnklin 


| 
| 5854, we will tell you. 
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January 4, 1943 


Furnishings Institute 
to Function at Mart 


Acting as a coordinating unit be- 
tween furniture and other home 
furnishings manufacturers and gov- 
ernment war agencies, the Ameri- 
can Home Furnishings Institute 
will function again as a sponsoring 
organization for the industry at the 
winter market Jan. 4-16 in the 
American Furniture Mart, Chicago. 


Publishes Employe Booklet 


Western Electric Company, New 
York, has published a booklet en- 
titled “The Western Front,” which 
records for .the information of em- 
ployes the performance of the com- 
pany during the first year of the 
war. 


client has a 
competitor with — 
vertising”\ 
BUBTON fA BROWNE 


ADVERTISING 


150 EAST SUPERIOR STREET 
CHICAGO: DEL. 3800 
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‘Loyal Americans 
of German Descent’ 
Use Advertising 


Launch Campaign to 
Wean Germans Away 
from Hitler 


New York, Dec. 30.—Imploring 
millions of Germans in the Third 
Reich “to return to the virtues of 
their forefathers and the honor of 
their greatest leaders,” the Loyal 
Americans of German Descent, an 
organization which is serving to 
rally Americans of German ances- 
try solidly behind the banner of 
freedom, has launched its first pub- 
lic declaration through full-page 
advertisements in daily newspapers 
all over the nation. 

Initial insertion was presented 
this week in the form of a Christ- 
mas declaration, illustrated with an 
original sketch of Christ’s head by 
Albrecht Durer. Copy calls upon 
Americans having one or more Ger- 
man ancestors to add their names 


to an already imposing array “testi- 


fying that men and women of Ger- 
man descent stand for the principles 
of Christian civilization.” 

Peoples subjected to Nazi bru- 
tality are asked to overthrow a 
regime which is the “infamy of 
German history.” They are re- 
minded of the “mercy and forgive- 
ness that are present in the hearts 
of peoples for those who turn 
against evil,” and warned of the 
need for securing for their children 
and children’s children an ancient 
and honorable position in the fam- 
ily of mankind. 


Aimed at Peoples Abroad 


The advertisement declared that 
“We Americans of German descent 
utterly repudiate every thought and 
deed of Hitler and his Nazis. Other 
Americans must know where we, 
and you, stand. Join us in speaking 
out to our fellow Americans, to the 
German people, and to the world.” 
Financial contributions are urged 
‘through the use of coupons pro- 
vided in the advertisement and 
headed, “I Want To Be Counted.” 

The object of this campaign, 
which will be continued if possible, 
declared one source, is to convince 
people abroad that they must sep- 
arate from Hitlerism if they desire 
to retain and preserve their rightful 


and honorable place in the world. 
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When you use The Houston Chronicle you reach 


32.5% MORE HOUSTON HOMES 


than when you use the 2nd Houston newspaper, and 


48.8% MORE HOUSTON HOMES 


than when you use the 3rd Houston newspaper. 


% City Carrier Circulation from Sept. 30, 1942, 
Publishers’ Statements to the A, B. C. 


....BUY CHRONICLE 


NEW WAR EFFORT COPY PLACED IN DAILIES 
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this season in which we celebrate the 
berth of Jesus of Nazareth, we Americans 
of German descent raise our vouwes ia denuo- 


deeply that they will nor revok agsinst 
thew ryrane for fear of the mevitable day 
of reckoning For Hitler is creating « deep 
leaching of al! things German wo the heart 
extermination of the Jews of Europe and* of mankind. 


‘These horrors are but » prelude to further 


erament. Aad, while they concer all free 
these crumes and will, when the hour comes, 
of che Germany that Mood 1a the fore sae cig 
Ome 1 a . 

quan conke of civilimasion. We say co them. thar hour has struck’ 
They are « challenge wo us because we 

know these barbarives to be part of a sys 
temanc campaige to corrupt the soul of 
Germany. A siniscer purpose of these our- We call oo them w overthrow « re 
rages is to commit the German people so gimme which is the infamy of German bistory. 


We, Americans of German 
Hitler and his Nazis. 


‘We call on the German people to rerura 
to the virtues of thew forefathers and the 
honor of thew greatest leaders. 
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Christmas Declaration 
men and women of German ancestrp! 


descent, utterty repudiate every thought and deed of 
Other Americans must know where we, end you. stand. 


ADD YOUR NAME TO OURS! SSE555 


Join us in speaking out to our fellow Amencans, to the German people and to the World 


ADD YOUR NAME 
TO OURS! 


Foran om orngenal by Albert Duvee 


‘We remind them of the mercy and for- 
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using advertising to present war effort 


by means of a rather unusual “coupon” 
on the 


Loyal Americans of German Descent have added their names to the roll of those 


page, run in several cities last week, the group defines its principles and asks, 


messages. In this unusual newspaper 


arrangement, for contributions to carry 
work. 


From MEDIA RECORDS, INC. 


D uring the 11 months ending Nov. 30, 1942, The Chronicle published 


62.2% MORE TOTAL ADVERTISING 


than the 2nd Houston newspaper published in the same period, and 


168.1% MORE TOTAL ADVERTISING 


than the 3rd Houston newspaper published in the same period. 


THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY 


R. W. McCARTHY 


National Advertising Manager 


National Representatives 


First in Houston in Circulation and Advertising for 31 Consecutive Years 


Plans are currently under way to 
place magazine insertions. 
Non-sectarian, non-political, the 
organization was incorporated on 
Oct. 21, 1941, under the articles of 
the State of New York. Frieda 
Kirchway, editor, The Nation, A. W. 
Partak, publisher, Florida Echo, 
Oswald Garrison Villard, author 
and lecturer, Carl Wittke, dean of 
Oberlin College, and three members 
of the Ridder family, publishers of 
newspapers in St. Paul, New York 
and elsewhere, are among endorsers 
of the drive. 


Agency Elects Officers 

Botsford, Constantine & Gardner, 
Portland, Ore., has elected the fol- 
lowing new officers: Elizabeth 
Eyerly, vice-president in charge of 
the company’s interests in New 
York City; Hassel W. Smith, vice- 
president and manager of the Los 
Angeles office; and Burton Durkee, 
vice-president in the Portland office. 


Exhibitors Sponsor Market 


Allied Salesmen’s Exhibitors of 
the Allied Salesmen Association 
will sponsor the opening of the 
spring market in St. Louis, Jan. 24. 
The market, which will continue for 
six days at Hotel Jefferson, will 
feature men’s, boys’, women’s and 
children’s spring and summer wear- 


Don U. Bridge Joins 
War Savings Staff 


Don U. Bridge, formerly adver- 
tising director of the New York 
Times, has been appointed consul- 
tant to the advertising section of 
the war savings staff, effective 
Jan. 1. 

Mr. Bridge will assist Thomas H. 
Lane, chief of the advertising sec- 
tion, on all matters relating to war 
bond advertising in newspapers. 
Prior to his 11 years’ service as 
advertising director of the Times, 
Mr. Bridge was advertising director 
of the Indianapolis News. 


Galey Opens Business 
Straud Galey, manager of the 
media and radio departments of 
Griswold - Eshleman Company, 
Cleveland, for the past two years, 
opened his own business in Chi- 
eago Jan. 1 as a publishers’ repre- 
sentative for the midwest territory. 


Distiller Issues Booklet 


Brown-Forman Distillers Corpo- 
ration, Louisville, has published a 
new booklet entitled, “Yesterday- 
Today-Tomorrow,” describing the 
73-year development and growth of 
the company. Stressing that the 
industry has encountered troublous 
times before, Brown-Forman re- 
assures the industry that it has a 


ing apparel and accessories. 


bright future. 


POINT-OF PURCHASE 


Where the prospect can immediately obey your urge to BUY 
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English Planning 
Postwar Campaign 
for Tourist Gold 


London, Dec. 8.—Current devel- 
opments here indicate that when 
the war is over, Britain can be ex- 
pected to make a serious bid for a 
place in the tourist sun—a larger 
and more substantial place than 
ever before. 

Before the war, and especially 
pefore the Munich conference, Bri- 
tain was laying elaborate plans for 
developing tourist promotion, and a 
Travel and Industrial Development 
Association was becoming increas- 
inly active, publishing booklets and 
folders, arranging for the placing of 
posters in Continental countries and 
taking part in international exhibi- 
tions and fairs. 

This type of effort, usually desig- 
nated as the ‘“Come-to-Britain” 
movement, will be _ reorganized, 
probably on a more extensive scale 
than ever, immediately after the 
war. 

The Travel and Development As- 
sociation was formed many years 
ago by representatives of railway, 
hotel and other interests, with the 
moral and financial backing of the 
British government, who gave it a 
subsidy complementing the fees 
paid by the members themselves. 


Two Groups Cooperate 


Since then, a _ body instituted 
wholly by the government and 
called the British Council has been 
formed to “propagate the knowl- 
edge of British culture” in foreign 
countries. This organization was 
only just getting in its stride when 
war was declared and is now 
mainly active in making the foreign 
exiles comfortable in Britain by or- 
ganizing institutes for them which 
are big club houses where nation- 
als of the different nations are 
really at home. There are Belgian, 
Netherlands, Norwegian and Yugo- 
slavian institutes already function- 
ing and others are to follow. 
Furthermore the British Council or- 
ganizes the reception of foreign 
journalists, artistic and _ scientific 
visitors from everywhere, etc. 

Recently conferences have been 
held between representatives of the 
Travel and Development Associa- 
tion and the British Council and it 
was found advisable to set up an 
interdepartmental committee to 
consider the postwar activities of 
these two organizations. As a result, 
certain general points of agreement 
have been reached. 
ganizations will each retain their 
individual status but a joint stand- 


BUY 


UNITED 
STATES 
DEFENSE 


PRINTING 


The FAITHORN CORPORATION 
employees have subscribed 
100% to United States 


ing committee will formulate the 
policy of spheres of mutual inter- 
est and allocate the functions com- 
mon to both. 

While the British Council draws 
its funds from the Treasury in full, 
the Travel and Development Asso- 
ciation has to provide its own re- 
sources and can only look to the 
government for subsidies which 
come under revision every year, 
creating a good deal of uncertainty 
as to the possibility of long term 
planning. 

It was therefore proposed that 
the association should submit a 
memorandum outlining its proposed 
plans for postwar work and this 
has now been submitted to the gov- 
ernment, which is studying them 
and will, if agreed, give its finan- 


\ cial sadnae over a < joe pers 
than before. 

Meanwhile the individual sub- 
scriptions—self-imposed — continue, 
and the association is continually 
adding to the present amount col- 
lected in this way, which now 
amounts to about $110,000. 

These contributions assure a cer- 
tain amount of independence to the 
association whatever the govern- 
ment help may be. 


Two Appoint Knollin 


Knollin Advertising Agency, San 
Francisco, has been appointed to 
direct advertising for Gump’s, im- 
porter, art dealer and gift store, 
and Empire Construction Company, 
specialist in industrial and commer- 


cial design and building. 


Book & Sanwa School 
Starts New Term 


The winter term of the Book and 
Magazine School, New York, will 
begin Jan. 5. Courses include proof- 
reading and indexing, script read- 
ing, magazine and publication lay- 
out, book design, and book produc- 
tion. 

In charge of the course are Isabel 
Ely Lord, free-lance editor; Hal 
Zamboni, Fortune; Robert Josephy, 
book designer; Mina Lewiton, Har- 
per’s Bazaar; and Bruce Gentry, H. 
Wolff Book Mfg. Company. 


Joins Agency 
Iman-Shane-Breyer, Los An- 
geles agency, has appointed Edith 
Ivey an account executive. Miss 
Ivey formerly was with John 
Thomas Miller, New York agency. 


Ivey 


Wabash ~— Seineanan 

Wabash Railroad Company cur- 
rently is running 220-line adver- 
tisements twice a month in news- 
papers of principal cities served by 
the railroad, telling about the part 
Wabash is playing in the war, and 
urging travelers to cooperate. The 
same series, in 110-line size, ap- 
pears in smaller cities and in “off- 


line” points. Gardner Advertising 
Company, St. Louis, handles the 
account. 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St. Wabash 8655 


The two or-|. 


War Savings Bonds 
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sity known 
waste your 


In radio, too, it's usually wasteful to cover 
the whole countryside when you can hit the 
big market with one economical station. 


The big market we're talking about is 
Baltimore. Today the nation’s 6th largest 
city. You can take a bead on it...and not miss! 


You do it by loading your sales gun with 
WFBR. When you pull the trigger... 
advertisers have learned something happens: 


smart 


You cover Baltimore with a radio inten- 


to few cities so big. You don’t 
shot all over Pennsylvania, New 


sow aoe WE BB ener 


“NATIONAL 


REPRESENTATIVE: 


PICK YOUR BIRD 


... DON’T TRY TO COVER THE WHOLE SKY! 


ee ae 


PHOTO BY EWING GALLOWAY 


Jersey, Virginia, Delaware and West Virginia 


with stepped-up wattage. 


In the first place, hopped-up signals cost 
you money. In the second place, you may not 
have sales in those surrounding states. And 
in the third place, if your goods are available 
in those scattered states ... you’re probably 
buying economical time on those local radio 
stations that have their own loyal listeners. 


Baltimore, with WFBR, is always good 
hunting. Now more than ever...with payrolls 
at a new peak... WFBR is your buy. 


JOHN BLAIR & 
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| purposes after it was determined 
| that all inventories usable by the 
| Army and Navy have been pur- 
chased by the services. 

Manufacture of additional bronze 
powder for all purposes except non- 
decorative decalcomanias, ship bot- 
tom paint and drift signals will be 
prohibited. 


Fox Heads Agate Club 


The Agate Club of Chicago has 
elected the following officers for 
1943: President, Ted Fox, Mac- 
fadden Publications; vice-president, 
Frank McDonald, Time, Inc.; treas- 
urer, Doc Eyler, McCall Corpora- 
tion; secretary, Red Barnett, 
|Crowell-Collier Publishing Com- 


Ease Supplies of 
Bronze Printing 
Inks for 1943 


Washington, D. C., Dec. 30.— 
Bronze inks for printing and pack- 
aging, which have gradually been 
disappearing from use since WPB 
stopped production of bronze pow- 
der and bronze powder products 
on March 31, will continue to be 
available during 1943 as the result 
of a new order announced this 
week. 

The order released an estimated 
500,000 pounds of bronze powder 
and bronze powder products for 


|pany; and assistant secretary, Jim 
|Carr, Look, Inc. George Hadlock, 
Parents’ Magazine, is the retiring 


printing, publishing and decorative 


EMPLOYEE - - president. 
IDENTIFICATION BADGES . 
TRANSPARENT IDENTIFICATION | Hawkings to WPB 
CARD CASES William H. Hawkings, formerly 


Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. 


western division manager of George 
A. Hormel & Co., at San Francisco, 
has been appointed senior industrial 
‘adviser of the WPB in Washington. 


ST. LOUIS. MO, 


K ing words from Quebec 


right here... 


FLORIDA 


WWL Daytime Coverage 
PRIMARY and SECONDARY \ 


You get both with: 


50,000 watts - - clear channel 


Listeners in the far North hear WWL clearly. And they prove 


our power by writing in to say: “Program’s coming in fine.” 


Listeners in the deep South go to their retailers—and prove 
WWL's selling POWER—by buying the products we help ad- 
vertise. WWL gives you complete dominance over the New 
Orleans area—growing, prospering, and profiting smart WWL 
advertisers 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


Getting Personal 


The other day Les Joy, general manager of Station KYW, Philadel- 
phia, happened into the master control room. What with the draft 
there have been a lot of new faces around the building lately. One 
of the newer announcers, looking through the glass from a neighbor- 
ing studio, exclaimed, “Good Lord! Another new engineer.” . . 

Following a tradition, Station WFIL, Blue Network affiliate in Phila- 
delphia, held a Christmas cocktail party Dec. 21, for the staff, their 
families and friends, at the Poor Richard Club... 

Wedding bells chimed for Burt E. Warren, publisher of the 
Telegraph, Nashua, N. H., who was married Dec. 13 to Leolyn E. 
Annis. . . 

It took a lot of music to satisfy the 800 employes and executives 
of Shulton, Inc., New York, at their fifth annual Chrismas party on 
Dec. 19. George Schultz, v. p., delivered the welcoming address in the 
absence of his father, pres. William L. Schultz, who is vacationing 
in Florida. . . 

An undreamed of era of business, industry, scientific and social 
progress in the postwar period is predicted by Arthur Kudner, head 
of the New York agency bearing 
the same name, in his article 
“Beyond Victory,” which was re- 

_ printed in the New York World 
Telegram last week from the 
Dec. Atlantic Monthly. . . 

National advertising manager 
of the Boston Traveler, Daniel 
Ruggles, gave listeners of Station 
WEEI, Providence, the low-down 
on the present status of advertis- 
ing in thes war effort Dec. 14 on 
the paper’s radio program... 

Taking Horace Greeley’s ad- 
vice, Robert Cottingham, for- 
merly assistant publicity director 
at Station KYW, has taken a 
leave of absence and gone West 
where he will do special work 
for Douglas Aircraft Company, 
Los Angeles. . . 

It was indeed whimsical to see 
the smartly tailored True Story 
advertising staff parading along 
Fifth Avenue with lunch pails, 
No, they don’t do this every day, 
but were merely en route to a 
dinner pail luncheon, for which 
Esther Kimmel, Victory Home- 
maker, packed pails with fare recommended in the current issue of 
the magazine. . 

Secretary to Royal Penny, sales mgr. of Station WBT, Charlotte, 
N. C., Elizabeth Hahn has a big grin on her face these days, and it’s 
not due to the holiday season. She has received two cablegrams in 
the past three weeks, and all from a very special friend who is with 
Uncle Sam’s armed forces in the British Isles. . . 

Lt. Rudyard McKee, for the past year in charge of the Navy’s public 
relations office in Chicago, will soon be detached for overseas duty. 
Lt. McKee, who before being commissioned was assistant advertising 
manager of Standard Oil of Indiana, is the son of Homer McKee, 
Roche, Williams & Cunnyngham v.p.. . 

The oak leaves of a major are now the shoulder weights carried by 
Gail W. Fitch, post quartermaster at the Warner Robins Army air 
depot in Georgia. Maj. Fitch was exec. v.p. in charge of advertising 
of F. W. Fitch Co., Des Moines, before joining the colors. . . 

Erwin C. Uihlein, president of Jos. Schlitz Brewing Co., has been 
selected as its first man-of-the-month by “The Torch,” the official 
publication of the Milwaukee adclub. . . Khaki doesn’t change every- 
thing note: Chester McAnnally was head designer and layout man 
for Velva Sheen Advertising Mfg. Co., Cincinnati; Staff Sergeant 
Chester McAnnally is art editor of a publication put out by the en- 
listed men of the Army air forces in the Caribbean area, the 
“Caribbean Breeze.” . . 

C. Arthur Lockard, of the Periodical Publishers Service Bureau, 
won the 10th annual Charles Johnson award as the year’s most valu- 
able man to the Des Moines adclub. . . And the wife of the governor 
of New York, Mrs. Charles Poletti, was a star advertising copywriter 
before her marriage. . . Demaree Bess, assoc. ed. of the SEP, is per- 
sistent. He appeared as a commentator on the Blue’s “Town Meeting 
of the Air’ one week, and next week sent in a question to be 
answered by the disputants. . . 

Paul Dudley, executive director of Coca-Cola Victory Bands radio 
show at D’Arcy, New York, saved the day for the Blue Network when 
Jack Teagarden ’phoned to say he and his band were stranded in a 
little Louisiana town with less than an hour to go before the broad- 
cast from Camp Polk. Paul sent out a truck to pick up the boys. 
They made the airing with ten minutes to spare... 

Wedding bells rang out for Grace Donovan, secretary to Charlie 
Clifford of Benton & Bowles’ plan board, when she became Mrs. Tim 


HE'S OFF! 


Fred Bohen, president of Meredith Pub- 
lishing Co., shakes hands with Lt. J. T. 
Miller, USNR, as Rex Stark, promotion 


manager, looks on. Lt. Miller was Mere- 
dith's director of research until he re- 
ported for duty at Quonset Point, R. |., 
Dec. 22. He is on leave of absence 
from Meredith. 


Bannon on Dec. 19. He’s with the Guaranty Trust but soon will be 
| getting his checks from Uncle Sam... 

In town for the holidays: Gilbert A. Ralston, formerly with Comp- 
_ ton Advertising, New York, now a member of Procter & Gamble’s 
radio department. . . Also holiday traveling was Jack House, business 
manager of Compton’s radio department, who went South to see his 
family. . . 

Happy daze for Edgar Kobak, exec. v. p. of the Blue Network, N. Y. 
He was formally elected a member of the station relations department 
at the Christmas Eve party and presented with a duffel bag complete 
with dirty shirt, poker chips and address book of blondes and brunettes 
all over the country... 

It is bruited about that Albert D. Lasker, formerly pres. of Lord 
& Thomas, is bound for a high-powered government position. . . 

And it’s a pleasure to relay a report from A. G. Husen, a.m. of Bar- 
rett Division (Allied Chem. & Dye Corp.) that the company’s war 
bond advertising has won a Treasury citation. Particularly liked was 
the smashing copy which appeared in the Nov. 7 SEP, depicting three 
men afloat in a life raft, with the following stopper for a headline: 
“Your money bought the raft that saved their lives!”. . . 

Shirley Hollender, of John Pearson Co., radio represenative, is de- 
voting several nights a week to being a Volunteer Nurse’s Aide at 
Passavant Hospital in Chicago... 


Would | Eliminate 
Renegotiation on 
Small War Orders 


Washington, D. C., Dec. 29.—A)| 
firms with government contracts or 
subcontracts totalling less than 
$500,000 annually will soon be 
freed from renegotiation of their 
contracts by the Army, Navy, Mari- 
time Commission or Treasury after 
delivery, according to MHoulder 
Hudgins, director of the procure- 
ment policy division of the War 
Production Board. 

Mr. Hudgins today informed 
Sen. James E. Murray of Mon- 
tana, chairman of the committee on 
small business, that the inter-serv- 
ice procurement policy committee 
had assured him that practically al! 
smaller firms with war work would 
be exempted from renegotiation, so 
that the various price adjustment 
boards might concentrate on the 
firms that get the larger contracts 
and the bigger profits. 

Adoption of this policy by the 
services, which would not require 
new legislation, according to Mr. 
Hudgins, would make the Treas- 
ury’s bureau of internal revenue 
the sole arbiter of advertising ex- 
penditures by smaller war con- 
tractors. 


— DP @ ee oo 


-_ fas we —— oo. 


a a ee a le 


Parents’ Institute Forms 
‘Boys and Girls Group’ 


Parents’ Institute, New York, has 
formed the Boys and Girls Group, 
consisting of five of its own maga- 
zines, True Comics, Calling All 
Girls, Real Heroes, Funny Book and 
True Aviation Picture Stories, with 
a combined net paid circulation 
guarantee of 1,375,000. 

The gross advertising rate for 
one page in four-color letterpress 
in the five magazines in the group 
is $1,850. One insertion in the en- 
tire group earns a 5% discount, and 
quantity and group discounts range 
up to 30% for a year’s schedule of 
full pages in the entire group. 
Editorial and executive offices of 
the Boys and Girls Group are at 52 
Vanderbilt Ave., New York. 


Pacific Gas Association 
Resumes Schedules 


Pacific Coast Gas Association has 
_resumed, with January issues, its 
trade journal schedule cancelled 
| last April, and also is continuing its 
|full schedule in regional consumer 
magazines. 

| Al C. Joy, manager of the asso- 
| ciation’s publicity department, con- 
_ tinues as chairman of the coopera- 
tive advertising committee, assisted 
| by D. L. Scott, advertising manager, 
| Southern California Gas Company, 
/and Forrest M. Raymond, superin- 
|tendent of advertising, San Diego 
|Gas & Electric Company. Knollin 
| Advertising Agency, San Francisco, 
handles the account. 
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YOUR ADVERTISING TO 


20,300 


power engineering execu- 
tives and their assistants 
who control the power serv- 
ices in the country’s fore- 
most industrial 
plants, service es- 
tablishments ‘and 
central stations, 


53 W. JACKSON BLYD., CHICAGO 
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Advertising Never : 
Needed as Now, 
Eshleman Declares 


Reviewing 30 Years 


in Agency Business, 
He Sees Market Shifts 


Cleveland, O., Dec. 29.—Looking 
back over 30 years in the advertis- 
ing business, 30 years of Griswold- 
Eshleman Company which he 
founded with the late Ray H. Gris- 
wold in 1912, Charles L. Eshleman 
summarized the present advertis- 
ing picture by saying that the cus- 
tomer parade is now moving at such 
a terrific pace that business must 
intensify its advertising program to 
keep up. 

“No manufacturer or service or- 
ganization ever advertises to a static 
audience, but to a parade of cus- 
tomers and prospects,” he said. 
“Some customers are constantly dis- 
appearing and others are coming 
up, so that some of the effectiveness 
of your past educational material 
ceases while new customers, un- 
known to you, must be educated 
about your product or service.” 


Sees Lists Transformation 


This passing parade has speeded 
up tremendously with the advent of 
war. In normal times some lists 
could be said to change completely 
within 5 years, Mr. Eshleman noted, 
but today that trend is accelerated 
250%. Never in his 30 years with 
the agency has Cleveland’s dean of 
advertising men known a time 
when a manufacturer needed so 
badly to keep his name before the 
moving audience. 

Advertising’s war role? “It is 
bringing to the attention of indus- 
try new tolls and processes which 
can speed up war production. It is 
helping to stimulate the war effort 
on the part of management and 
workers, and is giving the men in 
the armed services an idea of the 
machines and backing which they 
are receiving from the home folks.” 


“Pick Good Men” to Help 


At 60, the Cleveland advertising 
executive has a recipe for living a 
long life and still maintaining the 
high-pressure pace of the agency 
business. His recipe for longevity: 
pick good men and leave the worry- 
ing to them. Among his “good men” 
are Kenneth Akers, “looked upon in 
advertising and business circles as 
one of the finest creative men in the 
country”; Samuel A. Lewis, “one 
of the best in his line (mechanics 
and production)”; and John F. Da- 
vis “not only serves in a creative 
capacity, but is also in charge of 
budgets, contracts and finance—al- 
together a very able man.” All 
these “good men” are officers of the 
company; Messrs. Akers and Lewis 
are vice-presidents, and Mr. Davis 
is secretary-treasurer. 

One of Griswold-Eshleman’s con- 
tributions to the field of advertising 
agency management was the devel- 
opment of a “standard book,” which 
clearly defines the activities and 
work of each employe, eliminating 
lost motion and leaving more clear 
time for creative work. This inno- 
vation has met wide acceptance in 
the advertising field. 


Began as Engineer 


The dean of Cleveland advertis- 
ing men was born in Millerstown, 
Pa., in 1882; graduated as an elec- 


trical engineer from Penn State 
University; founded the Union 
Metal Mfg. Compeny, Canton, O., 
which today provides 80% of the 
world’s ornamental street lighting, 
and which became one of Griswold- 
Eshleman’s first clients when Mr. 
Eshleman entered the advertising 
business (it’s still a Griswold- 
Eshleman account); served as a 
captain of heavy artillery in World 
War I; has been active in civic 
work through the Cleveland Adver- 
tising Club and is a member of the 
administrative committee of the 
Four A’s; serves now as vice-presi- 
dent of the Cleveland Crime Com- 
mission. 

He is a member of the Cleveland 
Chamber of Commerce; Canterbury 


t 


Mid-Day Club; American Legion; 
National Travel Club; Phi Gamma 
Delta; and of the executive board 
of the Penn State Alumni Associa- 
tion. His hobbies are golf, fishing, 
the development of “Pinelands”’— 
an 80-acre mountain estate; and the 
collection of antique lamps and 
lighting devices, a hobby which 
goes neatly with a career which was 
started with an electrical engineer- 
ing education. 


Hamersley Advanced 


Lester B. Hamersley has been 
appointed sales and advertising 
| manager of American Coal Burner 
| Company, Chicago, manufacturer of 
overfeed and spreader stokers for 
|industrial use. Mr. Hamersley has 


Opens Publicity Dept. 

A separate department of pub- 
licity, headed by Lloyd H. Geil, 
associate professor of journalism, 
has been created at Michigan State 
| College, dividing the publications 
branch and the department of 
journalism, both previously directed 
by A. A. Applegate. Prof. Apple- 
gate will continue as head of the 


be included in the liberal arts divi- 
sion of the college. 


WCAO Increases Power 


Station WCAO, Baltimore, has 
been granted permission by the 
FCC to increase its power to 5,000 
watts on 600 kilocycles, operating 
|directionally. This represents an 
|increase in power of 1,000% night- 


Golf Club; Rotary and Cleveland | been with the company since 1938.| time and 500% daytime. 


journalism department, which will | 


Publishes Symposium 

The first symposium of Catholic 
doctrine and thinking on war aims 
and peace plans in World War II is 
contained in “For Victory—After 
Victory,” annual feature number of 
the Catholic Press Union publica- 
tions, the Catholic Universe Bulle- 
tin, Cleveland, and the Catholic 
Chronicle, Toledo, published Dec. 
18. Twenty-one leading Catholic 
thinkers contributed articles to the 
104-page publication, which was 
printed in rotogravure. 


Hinshaw Joins Institute 

David Hinshaw, formerly public 
relations counsel to Standard Oil 
Company of New Jersey, has been 
appointed vice-president of the In- 
stitute of Public Relations, New 
York. 
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Advertisers using Hosprra. 
MANAGEMENT in 1942 include 
the following: 


Abbott Laboratories 

A. S. Aloe Company 

American Hospital Supply Co. 

American Mat Corp. 

American Radiator & Standard 
Sanitary Corp. 

American Sterilizer Co. 

Armour and Company 


Baker Ice Machine Co. 

Bard-Parker Company, Inc. 

Becton, Dickinson & Co. 

S. Blickman, inc. 

G. A. Braun, Inc.—The 
Prosperity Co., Inc. 


Cannon Mills, Inc. 

Carrom Industries 

Wilmot Castile Company 

The Celotex Corp. 

Chicago Dietetic Supply 
House, Ine. 

Citrus Concentrates, Inc. 

Colt's Patent Fire Arms 
Mfg. Co. 

Consolidated Laboratories 

Cory Glass Coffee Brewer 
Corp. 

Crescent Surgical Sales Co. 

Cutter Laboratories 

C. R. Daniels, Inc. 


Davis & Geck, Ine. 

R. B. Davis Company 
(Cocomalt) 

J. A. Deknatel & Son, Inc. 

Devoe & Raynolds Co., Inc. 

A. W. Diack 


Elkay Mfg. Company 
Everest & Jennings 


Fauitiess Caster Corp. 
Finnell System, Inc. 


General Electric X-Ray Corp. 
Goodall Decorative Fabrics 


Hanovia Chemical & Mfg. Co. 

Hoffmann-La Roche, Inc. 

Franklin C. Hollister Co. 

Hospital Industries Assn. 

Huntington Laboratories 

Hussmann-Ligonier—Allied 
Store Utilities Co. 


inland Bed Company 
international Nickel Co. 


Jarvis & Jarvis, Inc. 
Johnson & Johnson 


Lehn & Fink Products Corp. 

Lewis Mfg. Company— 
Baver & Biack 

Eli Lilly and Company 

The Linde Air Products Co. 


Liquid Carbonic Corp. 
Luse-Stevenson Co. 


McGraw Electric Company 
Macalaster Bicknell Co. 
Massillon Rubber Company 
Meinecke & Co., Inc. 

The Mennen Company 
Merck & Co., Inc. 

Mer-Kil Chemical Prod. Co. 
Wm. S. Merrell Co. 
Middleton Metal Products 
Milwaukee Lace Paper Co. 
Vv. Mueller Co. 


National Drug Co. 
New York Medical Exchange 


Ohio Chemical & Mfg. Co. 


Pacific Mills 

Parke, Davis & Company 

A. ivan Pelter & Associates 
Physicians’ Record Company 
Albert Pick Co.,!Ine. 

Pioneer Rubber Co. 

Procter & Gamble 

Puritan Compressed Gas Corp. 


Ralston Purina Company 
The Refinite Corp. 
Ritter Co. 

Rosemary, Inc. 

Will Ross, Inc. 


Salvus Products, Inc. 
John Sexton & Co. 
Shenango Pottery Co. 
The Silex Company 
Simmons Company 

J. Skiar Mfg. Co. 
Smith, Drum & Co. 
Spring-Air Co. 

E. R. Squibb & Sons 
Frederick Stearns & Co. 
Stewart-Warner Corp. 
Nathan Straus- Duparquet 
Sure-F it Products Co. 
Swartzbaugh Mfg. Co. 


Thermo Cuber Co., Inc. 

Troy Laundry Machinery 
Division—American Ma- 
chine & Metals, Inc. 


United States Rubber Co. 
U. S. Slicing Machine Co. 


The John Van Range Co. 


Warren Webster Co. 
Westinghouse X-Ray Division 


York lee Machinery Corp. 
Zimmer Mfg. Co. 


' 


value. 
coverage plus technical information. 
ington office. 
full and effective use of hospital facilities. 
“discusses subjects considered taboo by other magazines.” 
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How do you choose your advertising media for effective 
contact with the great hospital market—a market which 
is even more important in time of war than peace? 
Here are some of the primary factors which you are no 
doubt considering—and which we believe point to Hos- 
PITAL MANAGEMENT as the No. | buy in this field: 


EDITORIAL SERVICE 


Editorial vitality, courage and enterprise are the basis of readership and advertising 
HosprraL MANAGEMENT is the only publication in the field offering news 
It is the only publication with its own Wash- 
It has led the fight for legislative and administrative action needed for 
It is the publication which readers say 


Ske 
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: 


CIRCULATION COVERAGE 


HosprraL MANAGEMENT supplies the most effective coverage of the hospital market 
available through any paid circulation magazine. It has by far the largest percentage 
of hospital circulation to total subscriptions. 
hospitals. 


ADVERTISING GROWTH 


In 1941 HosprraL MANAGEMENT gained more advertising accounts, more advertising 
pages and more insertions than all other hospital magazines combined. In 1942 gains 
have been registered each month compared with the corresponding month of 194]. 
The leading advertisers have made HosprraL MANAGEMENT a “must” on their lists. 
In 1943 the manufacturers who know the hospital market and hospital media best 
will again be represented in HospitaL MANAGEMENT. 


SERVICE TO ADVERTISERS 


HospitaL MANAGEMENT supplies a complete streamlined service to advertisers, includ- 


It covers both civilian and military 
It has shown steady and consistent gains in net paid circulation, and 
guarantees a minimum of 5,000 net paid, with a total distribution in excess of 6,000, 
for 1943. 


ing directory information, weekly bulletins showing new building and other business 
opportunities, editorially controlled listings in the Suppliers Library and New 
Products departments, and the results of Hosprra. MANAGEMENT’sS famous annual 
modernization survey. Advertisers in Hosprrat MANAGEMENT are bound to get results! 


Check the facts about Hosprrat MANAGEMENT in making your list for 1943, and you 
will see why the advertising trend, like the reader trend, is to this outstanding publi- 
cation. The list of 1942 advertisers at the left will assure you of being in good com- 
pany. 


HA os pital Management 


The only publication in the field which is a member of both the ABC and the ABP 


100 E. OHIO ST. 
CHICAGO 


330 W. 42ND ST. 
NEW YORK 
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20-25°/, Cut Indicated 
by Figures Covering 
7,520 Weeks of Study 


[This is the ninth of a series of 
reports, appearing exclusively in 
ADVERTISING AGE, highlighting the 
findings in the Continuous Con- 
sumption Index, which was 
launched in Syracuse several 
months ago and which has now 
been operated in ten cities, with 
additional cities soon to be included. 
The index is an actual measure- 
ment of consumption of food, kit- 
chen and bathroom products in a 
scientifically designated cross-sec- 
tion of urban families. It is neither 
an opinion nor recall check nor an 
inventory. Figures are based on 
weekly collections of labels, wrap- 
pers and containers direct from the 
selected homes. 

In this article, a special compila- 
tion has been done for ADVERTISING 
AGE to show exactly how severely 


coffee rationing will affect users of 
that beverage, by relating actual 
coffee consumption figures in the 
pre-rationing period to the one- 
pound-every-five-weeks level an- 
nounced by rationing authorities. 
Such actual coffee consumption fig- 
ures are available for 940 families 
in nine different cities, and the in- 
teresting details of this special an- 
alysis are presented herewith. 

Everett R. Smith, research direc- 
tor for Macfadden Publications, is 
cooperating with ADVERTISING AGE 
in offering interpretive comments 
on the more important findings as 
they come to light.] 


By EVERETT R. SMITH 


While rationing of coffee will un- 
doubtedly mean a decline in con- 
sumption of this beverage, the de- 
crease will not be unusually severe 
for the coffee-drinking population 
as a whole, a special tabulation of 
material developed during recent 
months in the True Story-Crossley 


Consumption Figures Show 
Effects of Coffee Rationing 


Continuing Consumption Index 
shows. 

Under present plans, rationing 
will permit one pound of coffee for 
each person 15 years of age or older 
every five weeks, or two-tenths of 
a pound each week. Actual con- 
sumption in the warm months of 
this year in nine widely separated 
cities covered by the True Story- 
Crossley studies have been about 
one-quarter pound per week, so 
that the average cut under present 
rationing plans would be about one- 
fifth. And with more careful cof- 
fee making and less waste, the re- 
duction may very easily be cut to a 
much smaller fraction. In any 
event, these consumption figures 
indicate that the average coffee 
drinker will not have to cut his con- 
sumption of the beverage in half, or 
anything like it. 


Show Interesting Figures 
The consumption figures devel- 


oped in the True Story-Crossley 
study on coffee, while by no means 
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Chart A, showing actual consumption of coffee by 940 families in nine cities 
during the pre-rationing period. This True Story-Crossley chart, based on the 


continuing study of family consumption, 


actual coffee consumption by families and by individuals over 18 years old which 


is available. It also shows how coffee 


of families. 


is probably the only accurate picture of 


consumption varies by economic status 


presented as the complete answer 
to the problem, are undoubtedly the 
only actual consumption figures 
available, showing, as they do, the 
actual use of the coffee purchased, 


fee—as evidenced by the discarded 
empty containers—in the 940 fami- 
lies included in this study was 5.4 
pounds for the eight-week period. 
But not all of the reporting families 


and without reflecting increased| used coffee; in fact, 7.3% of the 
pantry inventories, hoarding, etc.|families were non-coffee_ users. 
They serve as an indication of the | Therefore, the average consumption 
HOW COFFEE BRANDS FARED IN FREE MARKET 
COFFEE ‘oy — a - 
7520 WEEKS CONSUMPTION RECORD 
940 HOMES (9 cities) 
TOTAL HOMES USING THIS 
PRODUCT DURING 6 WEEK PERIOD 871 94,8 
BRAND PENETRATION OF HOMES USING PRODUCT 
| By Basic Living Seandards a 
PP): ETRE STD PERCENT OF 
BRAND 


8 O'clock 17.91 20.6129.2] 23.! 
Menee!! House 21.0] 20.9] 19.9] 20.6 
Chase ane 

Sanborn 16.1} 15.7112.1 1 14.5) 
® i 

lee Circle 8.0} 10.2] 8.7] 9.! 
Boker 6.!] 8.9] 6.5] 7.3 
Beechnut 2.7] 3.4] 0 2.7 


Chart D. Actual consumption by brands of coffee in the pre-rationing days, 
showing the comparative standings of leading brands. 
homes, Great Atlantic & Pacific Tea Company brands hold a commanding lead 


in coffee consumption 


On the basis of these 940 


among coffee drinkers. 


value of this type of study, in 
which actual consumption is meas- 
ured, not only in connection with a 
wide variety of marketing opera- 
tions, but also in gauging true con- 
sumer use, in allocating scarce ma- 
terials, etc. 

The figures on coffee consumption 
included in this article are based on 
reports covering 940 homes in nine 
cities, each home furnishing a con- 
tinuing eight-week period of con- 
sumption records. Thus the figures 
cover a total of 7,520 weeks of ac- 
tual coffee consumption by a care- 
fully selected cross section of fami- 
lies in nine different communities. 
The figures given here all cover 
eight-week periods during the 
months from March through Octo- 
ber of this year. An eight-week 
continuing study was made in each 
of the nine cities, but not all of the 
cities were studied simultaneously, 
so that the consumption records are 
actually spread over a period of 
about eight months. 

The average consumption of cof- 


per coffee-using family during the 
eight-week period was 5.8 pounds. 

The coffee rationing program is 
set up on the basis of persons 15 
years old or older, but the True 
Story-Crossley study did not in- 
clude a 15-year-old break, and 
therefore figures presented here are 
on the basis of individuals 18 years 
of age or older. Consequently, the 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 
How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
tore blicity and competitive advertising 
Wefan help you build such a permanent! 
the years to come, at a remark- 

chy i lowe cost. 


Just ask for Booklet No. 20. 
BACON'S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS MAGAZINES 


221 W. LA SALLE ST., CHICAGO, ILLINOIS 


jf ss ep ee tt Za he eka ic De ort wg A fg: ee a ae” ie Pak: va ei aes Dl” See eae gee Eee Seed : a Ar ey eee ey re ; me Po - we LS Pe capi Pe 
Pirin Wie OO TSO pitt oR? ON oe is aed AD pe i AR AIS | ies SE SS 8. eS... is ee Poe sites 
“4 o ie te F é. now Bs "a ‘ MB, ¢ s : ‘ z ‘: A ; at q Me ae ali x anak a ey at x ti ; \ =“ ee ee See om Re ox ee es fe > ey pits Se Lie L el io ae 5 sad Elie artes . % 
¥ aad ee 2 P weves:, a: st il j > Z ae Bi yas oe : a ee er i Bente uae : Me ea : we au ala A nar : 3 ee : , 2 nit . ‘ 
ee a ae ae be ‘ amma 
<n, Oe ay eg _ ' seenensemenes xi , ———— — ‘ 
- 
a. 
mee 
San 
5 
“a ier wie 
a... Boe 
a 
| 
| 
| Po 
z Po 
cae. SSS 
ee ac <5 5 2 oe ye Neen Oe ee fe oa a ey 
—— Baal eS . a ik, ge Aa sales sort ee gee oe i get ae Sie a ee 
ial . | PO 3 ee 
| " SS | 
& a 
‘6 a 
a re a = ee 
ge) ad hes Die sila alll \ | 
{ } pe fs ios 5 oe \ | 
ys | S sealed ? s | 
5 MCRAE ET He Os 4..”, Oia a = ¥ s | 
or Ess ‘i * 
= - a “ : ‘a 
ae @ 4 Ted f 
3 4 ; é 4 
ile a : ! “* 
; , Pie, a . ef 
" "ae ‘dine P 
QO f P. | 
he . 4 
Yr 
iets / > a 
— i 
lc as ; 1 | 
ee ee 7 
4 Pp 
y. —_ — 
be ’ i on \ : i! . saTio™ — 
>,  ¥ sans 1550 SE pon oe 
a - * : arionh* : _ Agent : 2 = = 5 
: f N 7, eenen® R stuart 
Rg : — 
ak ae . 
wi ai ; 
= a_i 7 
Stisee wee % 
; 5 A <i 
a ? : _— i 
a +. ae % 3 | 
ae 3 o -_ PreK 
7 ‘ . ihe : 
- J _ artist “a , e rae “ 
ne L088™ wiih 
BD. : Maurice a Fig . 
; P . } f ‘ a or 2 
Ray — 2 
“ Tae, « . 
. | . | ee 
& oe i 4 Nee 
= 24 7 ¢ , 
oC THE SEAL OF LITHOGRAPHIC MERIT : 
Pe 
ok. geen beg . 
SRI s\n i 
fa, i Mm BO eae Pe ~~ err a oe ee ee Bs ae Sh, «ee Se 
i ie is wo elealeaaan es nee ae. Pe ee =e : Lv ee a ie ' a Be eal 7 as ee ee eee. cae 
' "ay Ei HE Bie Noe oa ple y 7. “ eo NT a a > Ce a ai 
‘ m a ea ace ee. ae z ae oy 7 a z: mele : res ibe a $ ae Oil a as aie 
Te = ee oe we a SE ee eR ee Pe 
Ce Fates iy ng 2 ; Late x Sie — eS wae sae ‘3 aa ah as a : ily ge ‘ 
ete ri *% ie haan iiee ee ae Pati. Tee eee J x — ae : 
a cee Bb ne i. bs eae * j : : aes 2S 7 
os Ce af A ‘—e yee are Bs , 
ee. ae " m = se ee 
7 : : a O n a 7 : | 
Bats : . 
f * , ‘i ¢ 
ees : ae Py * 
ee * i __ aoe < aah : 
ee c es) ray ‘a a ‘ a =e ay ge 2 es Of ele 
: Dotan dee aD ee a 2 rm 
ee ves tr a Pa Se os hag a = £ 5 < tat : i oa a Pe aes Pg. Be a Se coe ie 
eee =. ie a. i ee 8! ee PAlnis = eae Se eee eS ae tee. a. ee ae 
ae ie i gee oe a ee ee, eee ae . See Se a ae a 
<a ee See Se ee eS ee ee ee ee 
a a sw vu co me ee ee a ee beat ee ee 
ea ee ee es eee ee 
po ee F ; ; z - Me a Fu BBs None Sf eo eee . De ee te ee = 
— i se oat eae ay 7 igi SS tg, ee + * oe 
P > oe. tae : , Z it ees aie Page ae + 7 Pia Bo oe Fo Tod. oe eee -~* a eo F 
j » Be psa 5 pee Pe ae. Ce 3 ne Se) eee Gd Poa er + RS a) ee Ohne ay ouee J sae ee MA ‘ : 
ht Se ee ee ee oe. par. eae io a age ; ) 
Sif Ste : | re 
Pes FP Ra i hig 
r pig ae j he 
Faas, eae ee Se 
ee Shee ee 
wane," oe 
. i. ears 
meee x. ak 
: rhe F Tx : w . ,- ‘ y 
Ss ee * E oe ws be , ine : i = : a ey — x . a, ‘ “" ie 2,8 : v Pet Pi a. Se ee aes ‘ : : Se ¢ ‘ 
‘ Oe % 234 ie y Wc F : —_. = om Pine x a a th get ri Sa ie ae a 3 % x a Coup Le. ney - Pst 
BD): 7 v act ig ia <3 ete, lal ne Fe es Pans ? i 2 a : : 2 Ee ae Soe 
% ea Cir, = ane nets, oy Hy ao. Wy eee : ’ Bie he at! < te - ; é eee 
ut a 4 pas ae 7 2. fo “4 > al ea A ee i he eres a = La ager te air as f << = ba te ? ee " “ “ _ hee 


~ January 4, 1943 ADVERTISING AGE 23 
=——= ia A ats ; OO or * ' hel , | : . 
FO 'the nine cities the panel was a POUNDS PREFERRED | coffee. While the brand of coffee 
HOW COFFEE BRANDS FARED BE RE RATIONING representative cross-section of the used in the largest number of homes 
| city and consequently does give a | SIZE OF COFFEE PACKAGES USED was found in 23.1% of the total and 
COFFEE ‘reasonable proportion between the | By Basic Living Standards the next largest in 20.6%, there 
total numbers of families in each | (Total Sizes Used = 100.0%) | were found regional, local and pri- 
BRAND USE AND LOYALTY | level). | |vate brands in 77.7% of all the 
By Basic Living Seandards a. Ibs. 2 Ibs. [] others homes. (While such coffees as Eight 
— = Shows Much Brand Loyalty _| jog O’clock are in some respects con- 
|__uPrer , snatoncronenad | [ | f th ff d bef ia ee sidered a private brand, they never- 
* BRANDS 7 nanan OF Gesenne of Stamnes | Most of ¢ . aw See ty 75 theless have national distribution 
re = ies ai Maa | rationing wes m ome pound pack- % and so are listed individually and 
wows |] 5.9 | 5.21 10.31 2.3 ages. On this point of package size not among the “all others”). Chart 
there was very little variation be-| | sog } D shows use of the leading brands 
’ se eee tween the three levels. These fig- by the three levels. The figures on 
2 |} 30.3 | 27.4 | 25.1 | 27.2 “ures are presented in Chart B. — 25% + the chart give the use among total 
_ One of the significant indications homes as well. In this chart it 
. ie) from the True Story - Crossley | shows, for example, that Eight 
‘ 8.8 | 96] 7.8] 8.7 beg oe — = regres vercn  wiDDLE. «Cs wwer = Toran’ «=| | O'clock coffee has its highest degree 
| = : as a f penetration or widest use amon 
comm] 38 | 32] 4.1 1 58 data in regard to brand loyalty. On —— . 
[ MIDDLE STANDARD | _— certain products there has been | Chart B, indicating that purchase of 
+ oa moss None Homes || 100.0 |100.0 | 100.0 | 100.0 shown a very considerable and | coffee in one-pound containers was the 
sometimes startling lack of brand practical rule for housewives in the pre- 
loyalty. In the matter of coffee rationing era. 
mamas |consumption, on the other hand, 
Payrn 6 4 4 a /brand loyalty has been consider-| may have had some effect in in- 
oo able. creasing number of brands used, but 
; ale ' ' ' | Chart C shows brand use and loy- | would have applied only to a small Y 5000 WATT 
“ome | _alty for the entire group and by the) part of the total panel). This chart a 
| three levels. There is not, as would| also shows that while 7.3% of all Voice. 
be expected, the large number of| families used no coffee, in the case , 
PUR 2 or Silt ORD ee See brands used per family in the field| of the upper and middle levels the = of the 
LOWER STANDARD | [ Vota Caen | of coffee as in the case of some | proportion not using coffee was be- - . “4° 
a. on uom other products. Nearly two-thirds | tween 5 and 6% while in the lower | i Tri-Cities 
rae of the families confine themselves | level homes it was about 10%. Affiliate: Rock Island ARGUS 
_to one or two brands (coffee scarc- There are, of course, innumerable : ” 
| ity during the early autumn months | regional, local and private brands of PAUTUAL NETWORK «1270 KC 
| 
S 
e 
f 
h 
s 
— Chart C, showing the interesting pattern of coffee brand loyalty in the pre- 
dled rationing era. As may be seen, upper class families were most loyal to brands, 
7 with 38.2% using only a single brand during the eight-week period. By far the 
mi- largest number of families, however, used two or more brands in the course of 99 
ar eight weeks, even though no shortages existed. 
iod. 
os figure on average consumption per | middle level families averaged 2.3 iM | y ) QW 
4 person would be slightly modified | pounds and the lower level families YW) Y JZ 
8 on the basis of the additional per- | 2.2 pounds. y 
—_ sons between the ages of 15 and 17| This is shown in Chart A, which ; 
— who might be included in the fami- | also shows, by the three levels, the 
lies studied. number of coffee-using families in Or : 
. The average number of persons| the panel and total pounds of cof- ' “4 A . 
18 years of age and older in the| fee used by those families during 
families studied by us was 2.6. In|the eight-week period. To make | 
coffee-using families the average | comparisons clear, the scale for the 
consumption per person 18 years of | pounds is twice the scale for the 
age and over during the eight-week | number of persons. 
period was 2.2 pounds. (For all 15 The bars show that the middle 
years and older, it would undoubt- | and lower level families used more | * In these days of increased mechanization and expanded 
edly be slightly lower.) coffee in proportion to the number | , 2 dl — 
of families than did the upper lev- industrialism, advertising men call Popular Mechan- 
Varies by Living Standards alia ial : 
els. It also indicates that the total : “nat 1” oft th bef. 
While the average coffee used per | poundage used by all middle level ics a natural oltener an ever ore. 
person in coffee-using families was | families is slightly more than 50% 
2.2 pounds, there is a variation by | greater than that used by all the i 7 . — 
basic living standard levels. The| upper level families, and the total * Without special offers and at top prices—subscription 
average use per person in the upper | poundage used by lower level fami- : 2 
level families was 2.1 pounds. The lies is nearly as great. (In each of and newsstands—for magazines in its field, Popular 
Mechanics is at its top circulation for all time. 
HOW BRANDS STOOD IN ECONOMIC GROUPS | 
* With Popular Mechanics, advertisers are reaching 
COFFEE : , 
hundreds of thousands of industrially employed men, 
| 
st etines <6 dented now America’s top consumer market earning the top 
incomes of their working lives. 
‘4 
,' DISTRIBUTION OF HOMES USING BRAND P 
"4 By Basic Living Standards | * You can reach this top market through Popular Me- 
. chanics’ top circulation, with the frequency you need, 
Pw BRAND | [ifiiidvrree (7 // ae (IT iower at a cost less than $1.30 per page per thousand. 
the ; 
7 
' 1. % Isn’t Popular Mechanics a “‘natural’’ for goods you 
"rue want to sell now or for the preservation of markets for 
in- . TTTTTTT 
and is tI] 30.9 ||| the future? 
| } 
are | 
ears 
the 
WZ | POPULA CHANICS 
Hh 4, "Yj - 
titittttt y oF ie Me 
FAMILIES sssss PUTT TTT sssss Y lpi 
pring STUDIED rseeisees 7 ; {III | 200 East Ontario Street, Chicago * New York * Detroit * Columbus 
ising | 
anen! | 
mark- 
Chart E, showing distribution of homes using leading brands of coffee in the 
pre-rationing era. While, as expected, national brands stood higher among upper 
and middle level consumers than the A & P brands, the pattern of Beech-Nut 
is particularly interesting in this respect. 
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lower level families, with middle 
level next and upper level least. 
However, it is second only to Max- 
well House in coverage of upper 
level homes. 

How Brands Fared 


How the total use of individual 
brands is distributed among the 
three levels is shown in Chart E. 
For example, of all the homes using 
Maxwell House coffee 26.3% are 


Lord & Thomas End 
Causes Furorin 
Advertising Field 


| 
(Continued from Page 2) | 


upper level homes, 38% middle |counts. American Tobacco Com- | 
level homes and 35.7% lower level | pany has been a Lord & Thomas ac- 


homes. In contrast, 46.8% of all 
the homes using Eight O’clock cof- 


count for 19 years; California Fruit | 


Growers Exchange has advertised | 


fee were lower level homes. At the under the Lord & Thomas banner 


bottom of the chart are the percent- 
ages of all families in the panel by 
levels. In other words, while 38.2% 
of the families were lower level 
families, only 30.9% of Chase & 


| 
| 


Sanborn-using homes were lower | 


level homes. 

Because of its significance and 
interest to producers, distributors 
and retailers, in connection with the 
recent setting up of coffee rationing, 
it is felt that it was desirable to 
confine this article entirely to that 
one product. It also indicates the 
possible value of the data from this 
True Story-Crossley C. C. I. in con- 
nection with other commodities 
which may be on the schedule for 
later rationing. 


Indiana Markets 


No 2 


IN RETAIL SALES 


Total retail sales of $56,175,000 
in Fort Wayne (1940 Census) 
ranked it as Indiana's 2nd larg- 
est retail market at that time. 
War work and increased in- 
dustrial activity, with larger 
payrolls, has greatly increased 
sales volume since then. 


dent, 26 years; Union Oil, 19 years. 


since it was organized in 1907; and | 
the same holds true of All-Year | 
Club of Southern California, an 
L&T account for 21 years; American | 
President Lines, 18 years; Kleenex, | 
18 years; Kotex, 19 years; Pepso- 


Known, with good reason, as a 
dominant and dominating personal- 
ity, Mr. Lasker has undoubtedly de- 
veloped more than his share of loves 
and hates during his meteoric ca- 
reer, and has created a number of 
the best stories in advertising. 
Agencies have occasionally § an- 
nounced their “resignation” of ac- 
counts, for example, but in most 
cases the field has wondered 
whether “resignation” really meant 
that or something else. Not so with 
A. D. Lasker; when Lord & Thomas 
announced that it had resigned an 
account, insiders were usualiy will- 
ing to gamble that exactly that had 
happened. 

Quaker Oats Caused Furor 


A case in point is that of RCA, 
mentioned previously, and the most | 
famous is that of Quaker Oats, | 
which caused an outstanding furor 
in June, 1938, when Lord & Thomas 
resigned the account which it had | 
serviced continuously for 30 years. | 
The break resulted primarily over 
Quaker Oats’ insistence that all copy 
prepared for it be measured before 
publication under the Townsend and 
Townsend pre-evaluation formula, a 
condition which Mr. Lasker refused 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


December 21. Talked with a man re- 
cently from India. He said that we are 
publishing there newspaper advertisements 
explaining America’s war aims. When I 
asked who signed them he said, The 
United States of America. When I asked 
who paid for them he said, The Office of 
War Information. This is advertising as 
it should be used by government. Why 
can it be so used in India and not here? 
Presumably for the sole reason that there 
are no publishers in India who can bleat 
to Congressmen when they are left off the 
list. Perhaps if all our publishers would 
sign a pledge not to use such pressures, 
we could drum up the courage in Wash- 
ington to use advertising as we need to 
use it. 


December 22. Compared the results 
from a piece of mail order copy run in a 
publication printed on news stock and in 
another printed on m.f. book. Found that 
they had produced at almost exactly the 
same rate per thousand of circulation. But 
the lower page rate made possible by the 
news print made a great difference in the 
net to the advertiser. There is a good deal 
of evidence that, from the advertiser’s 
point of view, the improvements in print- 
ing processes have made the quality of 
stock used in a publication of less im- 
portance than is commonly thought. At 
least, that the basic rate to reach a thou- 
sand people is of more importance. 


December 23. Talked with an agent 
who, until the recent order abolishing en- 
listments, handled one of the paid cam- 
paigns for the armed forces. This pro- 
gram, he told me, was handled with no 
more difficulty than an ordinary commer- 
cial account. It went through with speed 
and efficiency and got results. In contrast, 
every agent I have talked with who has 
handled one of the voluntary jobs for gov- 


is the efficiency of advertising which is at 
stake in the question of who pays for it. 
. 


December 24. The Christmas cards are 
simpler this year, which is as it should 
be. But I would not like to see them dis- 
continued, and hope that Uncle Sam will 
never have to ask us to do so. After the 
tree is decorated, and the house has quieted 
down, I like to sit and savor these greet- 
ings—especially those from the old friends 
whom I too seldom get to see or to hear 
from. It is the next best thing to having 
a wee dram together on Christmas Eve. 

December 25. On an airport bus yes- 
terday I met up with four young lieu- 
tenants of the Army air forces. They were 
sadly contemplating their first Christmas 
away from home, in a city where they 
knew not a soul. To make matters worse, 
their pay had not caught up with them 
for two months, and they were practically 
strapped. So they accepted an invitation 
to dinner today with alacrity. I have never 
seen a finer bunch of*boys. And God help 
the enemy if they dive bomb him as they 
did our proud turkey from the farm. 

. 

December 26. The insatiable rollers of 
the presses are no respecters of holidays. 
So having an unfinished piece of copy 
which had to be ready early next week, I 
sat down at home to work at it. Now, I 
pride myself on my ability to concentrate 
on the typewriter in almost any surround- 
ings, but this time I went down to defeat 
when the song of the vacuum cleaner be- 
gan in the land. Mr. Hoover should 
recommend it to women who also want to 
get a husband from under foot. 


7 

December 27. Bethought myself that 
this column would reach whatever readers 
it may have gathered on the first business 
day of the New Year. So let me say, in 
the words of Rip Van Winkle: “Here’s to 
your good health, and the good health of 


to accept. 

He maintained that an agency ren- 
ders a professional service, and that 
a qualified agency should be re- 


WORCESTER, Massachusetts 


235,125 


Population is — 


cee 


_ Concentrated in 


FORT WAYNE 


The News Sentinel 


Population of the City and Retail Trading Zone 440,770, 
all in the heart of industrial New England — and within 
an average 18-mile radius of Worcester stores. 


THE TELEGRAM-GAZETTE 
Blankets this Rich, Concentrated Market. 
Average Total Circulation, Net Paid 
DAILY — over 141,000. 
SUNDAY — over 79,000. 


No other daily newspaper is published in Worcester. If 
you plan advertising in New England, Worcester is a 
“MUST” on your schedule. 


th: TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 
— Georce F. Boorn, Publshh- - 


OCK and ASSOCIATES, NATIONAL REPRESE 


- OWNERS of RADIO STATION WTAG | 


ernment has had the same experience I 
have had: confusion much confounded. It 


your family. 
prosper.” 


May you live 


long and 


producing copy which will sell the 
products advertised. If the client 
insists on introducing extraneous 
factors which tend to handicap it in 
the production of the best possible 
copy, or which because of excessive 
revisions result in lowering the mo- 
rale of the agency, then the agency 
must resign in order to protect its 
professional status, he maintained. 


Rarely in Limelight 


Although widely known not only 
in advertising but in public affairs 
and philanthropic activities, Mr. 


|form appearances. 
|addresses to an advertising gather- 
|ing was at the 1935 convention of 
| the Advertising Federation of 
America, when he lauded John E. 
Kennedy as the genius chiefly re- 


tising by defining its function as 
“salesmanship in print,” and also 
outlined his own philosophy of ad- 
vertising. 

He joined Lord & Thomas, he re- 
|ported, with the idea of making a 
| brief study of advertising and then 
|returning to the newspaper field. 
He was disappointed, but intrigued 
| by the fact that no one was able to 
|give a satisfactory answer to his 
query as to what constituted effec- 
|tive advertising, until John Ken- 
|nedy, erstwhile member of the 
Canadian Northwest Mounted Po- 
lice, arrived unheralded at the Lord 
& Thomas office and Mr. Lasker 


|job of interviewing him. 

The interview began at 6 in the 
evening and continued until 3 the 
|next morning. “Advertising is sales- 
| manship in print,” Mr. Kennedy 
|said. “Give the consumer, in an in- 
teresting way, the reason why it is 
in the consumer’s interest to buy 
ithe wares you have for sale.” As 
la result, Kennedy joined the L & T 
| staff and wrote his thesis in a series 
of short articles. 

“So promising to the future of ad- 
vertising were their inspired fore- 
| sight and common sense,” Mr. Las- 


Lasker made remarkably few plat- | 
One of his rare | 


sponsible for the growth of adver- | 


vey lucky enough to be given the | 


garded by its client as capable of,ker told the AFA, “that practically | what he would in this world. Presi- 
| every newspaper and magazine in 
America ran them free of charge | 
‘forbidden him.” 


|over the name of our firm.” 
“Make It Sing” 


|the initial client secured for Mr. 


peor ggeeagy di talents, and how his copy 


|set an entirely new pattern in rea- | 


son-why emotional 
Lasker also reviewed other adver- 
tising campaigns in which emotion 
|in advertising had changed the en- 
‘tire sales picture. 

He summed up all his advertising 
philosophy in the commandment: 
“Make it sing,” but said that this, 
| too, was rooted in the Kennedy defi- 
nition, and concluded by pleading 
with advertising men “to have the 
vision, the patience, the courage in 


ever by the fundamental concept of 
advertising copy, through which 
alone advertising practice will en- 
dure.” 

Creative star though he may have 
been, one of Mr. Lasker’s great at- 
tributes was selling ability—straight 
selling ability, face to face with a 


client. On this point, Claude Hop- 
kins, who 15 years ago was the 
brightest star in the copywriting 


firmament, wrote: 


He Got What He Wanted 
“So far as I know, no ordinary 
human being has ever resisted Al- 
bert Lasker. He has commanded 


| ,perating from 
Describing how the manufacturer | 
lof the first washing machine was! 


appeals, Mr.) 


|Company. 


face of stress and change to abide | 


dents have made him their pal. 
Nothing he desired has ever been 


Mr. Lasker found Hopkins recu- 
a near breakdown. 
By persuasion—and $1,000 a week 
—he coaxed the brilliant copywriter 
under the Lord & Thomas banner, 
and Lasker and Hopkins became the 
team which unleashed such famous 
campaigns as Studebaker, Willys- 
Overland, Chalmers, Goodyear (No- 
Rim-Cut tires), Quaker Oats and 
many others—including Pepsodent 


Pepsodent was considered by Mr. 
Hopkins a product unlikely to suc- 
ceed, but urged by the backer and 
Mr. Lasker, and lured by a sizable 
bloc of stock, he undertook the re- 
search which eventually led him to 
discover the presence of a mucin 
film over the teeth, and a campaign 
which might be said to be still run- 
ning in one form or another for 
every dentifrice. 


Drennan, Gerstenberger 
Join Gardner Agency 


Marjorie R. Drennan, for 13 years 
with Warwick Typographers, St. 
Louis, has joined Gardner Advertis- 
ing Company as supervisor of ty- 
pography. 

W. R. Gerstenberger, formerly on 
the copy staff of Brooke, Smith, 
French & Dorrance, Detroit, has 
joined the copy department of the 
agency. 


iam| GIBBONS KNOWS CANADA |B 
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16 WCOP has what it takes to put a feather in 
© the cap of any time buyer. Just ask us. 
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WPB Orders 10% 
Cutfor Dailies 
and Magazines 


(Continued from Page 1) 


adopted for each publisher, giving 
him the opportunity to distribute 
the available supply in any manner 
he chooses. 

The newspapers’ advisory com- 
mittee proposed on Dec. 10 the prin- 
cipal features of the WPB order an- 


“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order 


$4.75 per inch. 


J Kies, 


ee oy oy - eee rates 3 for this department are as follows: 
“Positions Wanted,” 


All other einssifcations (single insertion rates): 


lik 


“Representatives Wanted,” 
a line, minimun charge §$1. 


and 
Terme 


% in., $2.75; 1 to 8 in.. 


nounced today. 

Eventually, the enforced reduc- 
tion in use of paper during 1943 is 
expected to reach from 20 to 30%, 
but the final figure is still uncertain 
and will be determined after study 
of inventories and recent consump- 


POSITIONS WANTED 


YOUNG ADVERTISING EXECUTIVE. 

. . ten years sales and copy ex- 
perience with department store, news- 
paper, radio station and agency. Now 
yartner in own New England agency 
yut seeking opportunity to do copy 
contact work under top-flight 


or 


tag or edi. family. department 
i i head Married amily 3-A. Now 
tion of newsprint and paper stock. | ( a yo yg Sate 

At least one, and possibly two) Box 3890. ADV ETISING “AGE, N. Y¥. 


further cuts are to be expected in |= —<—<—— 
1943, according to William G. Chan- | ——— __MISCELLANEOUS __ . 
dler, chief of the WPB printing and ATERSTOE Fa pt _ ITY MEN! 
publishing branch. The amount of! Suitable pictures pe , in news 
the additional cuts will be deter- 


picture mat service to weekly papers. | 


: 100 or more clippings will be fur-| 

mined by the amount of pulpwood | nished—no charge. Only a limited | 
{number of photos can be handlec 

cut and pushed through to paper | first come, first served. Write today | 

mills and by war demands. |for full details without obligation. | 

Box 3892, ADVERTISING AGE, Chego. | 

How Years Were Selected = 

HELP WANTED 


The 1942 base year was selected 
for magazines as being the most) 
equitable to the greatest number. 
Magazine publishers may pool their | 


New York book publishing house has) 
vacancy for promotion and production 
man or woman. Give full eee | 
as to experience and qualifications. 

Box 3889, ADVERTISING AGE, N. Y. 


jand reasonably 
| tising 


| back 


HELP 


ADVERTISING 
male assistant 
ager of large 
in advertising, marketing, 
dising, sales promotion and a general 
knowledge of production required. 
Knowledge of food and beverage field | 
preferred, Starting salary $50-$60 a) 
week. Send qualifications to 
Box 3891, ADVERTISING AGE, N. Y. 
Young woman for secretarial work in 
Advertising Department. Should be 
neat appearing, pleasing personality 
familiar with adver- 
Excellent opportu- 


WANTED 

OPPORTUNITY 
to advertising 
company. 


as 
man- 
Experience 


technique. 


nity for further advancement. If in- | 
terested please write briefly regarding 
your qualifications and salary ex- 
nected to start. Standard Industrial 
Products, Evansville, Indiana. 

IF YOU HAVE THE ITCH 


that some day you would like to have 
an active part in the running and 
earnings of an industrial agency—and 
have the education and experience to 
it up—this small, well estab- 
lished agency would like to hear from 
you. Write everything you would 
want to know about a man you were 
hiring, to Alden M. Hammond, 26 Cus- 
tom House St., Providence, R. 


supplies for several of their pub- 
lications and may exceed their quar- 
terly allotment of 224%% of their 
total 1942 consumption by as much 
as 15%, by “borrowing” from the 
quota for the following quarter. 
The 1941 base year was selected 


using less than 25 tons of print pa- 
per annually will be exempt from) 
the order. This will mean that most | 
of the nation’s weekly newspapers 
and dailies printing eight pages or 
less for a circulation of less than 


for newspapers because many news- 5,000 will be exempted. 
papers had made substantial econ- In 1941, the base year, newspa- 


omies during 1942. 

Paper allotments for newspapers 
will be made to each individual 
newspaper, by quarters, and not to 
publishers as in the case of maga- 
zines. Newspaper publishers will 
not be permitted to “borrow” from 
quarter to quarter. All newspapers 


pers used approximately 3,929,773 
tons of newsprint, compared with 
3,789,169 tons in 1942. The news- 
paper order was calculated to re- 
duce total consumption to approxi- 
mately 3,525,000 tons. Magazine pa- 
per consumption in 1941 was esti- 
mated at 900,000 tons, and not over 
5% higher in 1942. 


Appeals Permitted 


Provision for appeals from hard- 
ship is made in both orders. Thus 
publishers who must expand cir- 
culation to meet rising population 
may secure additional allotments. 
There is no ban on new publica- 
tions. 

Adjustments for these orders will 
|be made largely by reducing paper 
| weights, narrowing columns, reduc- 
ing head sizes, reducing page sizes, 
cutting returns and free copies, and 
other economies, to be made en- 
tirely at the publishers’ discretion. 
| Later limitation orders, possibly re- 
| ducing consumption from 20 to 35% 
\from current levels, may result in 


IC OK | R gh hs 


7. NOTCH layout men are 
all too few, and of those few, 
Don May stands out as one of 
the best. In this book he ex- 
plains and illustrates the 31 
basic layout patterns of modern 
advertising layout. 


“101 Ss i rtailment of adver- 
ROUGHS "' is written for artists ron tantial cu 
and advertisers, layout men and ising. . ‘ 
art directors, as well as for stu- | Newspaper publishers will con- 


dents and teachers. In addition 
to the roughs shown, are 9 full 
page comprehensive layouts, a 
discussion of typography and 
type harmony, the principles 
and preparation of the layout, 
art and layout, the problem of 
many units, and the author's 
credo. 


Sent on Approval 
Order your copy of *'101 Roughs"’ 
today. Examine it for 5 days. If 

ou like it, send us your check 
or $3.00. If not, return the 
—- That's fair enough, isn't 
t 


FRED’K J. DRAKE & CO. 
Dept. AA, 600 West Van Buren Street 
Chicago, Illinois 
DRAKE'S BOOKS ARE SOLD AT 
LEADING BOOKSTORES 


{sider paper used in The American 
Weekly, This Week Magazine, and 
Parade as part of their total allot- 
ment. 


/ Canadian ‘Liberty 
Now Separate Magazine 

Liberty in Canada has been sepa- 
rated entirely from the American 
Liberty, and J. L. Rutledge, the Ca- 
nadian publisher, has been ap- 
pointed president and director of 
the newly-organized Canadian pub- 
lication. 

The new corporate name is Liber- 
ty Magazine (Canada) 


Toronto. C. J. Harris, at present 
|in England, continues as editor. 


LEADING ADVERTISING AGENCY 
WANTS ADVERTISING SOLICITOR 


Old established agency has opening for man with creative mind and 
ability to secure new accounts. Prefer one with advertising agency 
The man we are seeking should have 
a good personality and background and have had contact in the past 
with advertisers. Liberal drawing account allowed against future earn- 
ings. Write giving full details and references. All correspondence 
held in strict confidence. Our men know of this 
Address Box 3888, Apvertisinc Ace, Chicago. 


experience. but not essential. 


advertisement. 


| postwar world, and presumably 


Limited, | 
with offices at 85 Richmond St. W..,| 


‘ing that 


Finer Electric 
Products After 
War, Swope Says 


Schenectady, N. Y., Dec. 31.— 
Prospects for better—if unnamed— 


electrical products for postwar use | 


were held out by Gerard Swope, 
president of General Electric Com- 


pany, today in a year-end state- 
ment. 
“Wartime research and wartime 


experience in the electrical manu- 
facturing industry will certainly re- 
sult in improved products,” Mr. 
Swope said, “but to name them 


R. W. Birdseye, 
Santa Fe Agent, 


Dies in Evanston 


Evanston, IIl., Dec. 29.—Roger W. | 
Birdseye, general advertising man- | 
ager of the Atchison, Topeka & | 
Santa Fe Railway System, died here | 
yesterday from a heart attack. 


the Santa Fe in 1925 to work ona 
special assignment in Santa Fe, N. 
M., where he was to handle public- | 
ity with Fred Harvey for the rail- 
road’s Indian detours. From this| 
connection as a special representa- | 


merchan- | 


tive of the advertising department, 
| he went on to conduct the famous 
direct mail campaigns on the won- 
ders of the Southwest as served by 
the Santa Fe. He became general 
_advertising manager in 1936. 


Served With Canadians 


| A native of Brooklyn, Mr. Birds- 
eye spent most of his life in some 
| phase of the advertising business, 
including a period with the Guar- 
antee Trust Company of New York. 
| In World War I, Mr. Birdseye 
served with the Canadian Expedi- 
tionary Force, was wounded at the 
battle of the Somme, and was 
awarded the British Distinguished 
Conduct Medal. 


C. H. SESSIONS 

Topeka, Kan., Dec. 28.—Charles 
H. Sessions, 74, managing editor of 
the Topeka Capital, died here Dec. 
25. He was Kansas’ secretary of 
state from 1911 to 1915, and was 
secretary to Sen. Arthur Capper 
during the latter’s term as governor 
of Kansas. 


T. D. TAYLOR 
| Philadelphia, Dec. 27.—Thomas 
D. Taylor, former editor and pub- 
lisher of the old Philadelphia Eve- 
ning Telegraph and one-time ad- 
vertising manager of the New York 
Times, died here yesterday. He was 


Mr. Birdseye, who was 52, joined | 


|72. Mr. Taylor was co-founder, 
| with the late Barron Collier, of the 
| first street car advertising company. 
| — 
C. R. RABEDEAUX 

Muscatine, Ia., Dec. 28.—Clyde R. 
| Rabedeaux, 55, publisher of the 
Muscatine Journal for the past 17 
years, died here Dec. 23. Mr. Rabe- 
deaux had been associated with the 
newspaper, a property of the A. W. 
Lee Syndicate, for 30 years. 


EDMUND J. HAYES 

Atlanta, Ga., Dec. 29.—Edmund 
|J. (Jack) Hayes, manager of the 
Atlanta office of J. J. Devine & As- 
sociates, publishers’ representative, 
| dled at his home here Dec. 23. He 
had been a member of the Devine 
organization for 16 years. 


Purina Buys ‘Opry’ 

Purina Mills has taken on spon- 
|sorship of “Grand Ole Opry” on 29 
| NBC stations effective Jan. 2. The 
show, already being sponsored by 
R. J. Reynolds on a separate hour, 
will be aired from 7:30 to 8 p.m., 
EWT, with a repeat on 11 stations 
from 9 to 9:30 p.m., EWT. The con- 
tract for 52 weeks was arranged 
through Gardner Advertising Com- 
pany, St. Louis. 


Dorsons Names Best 
Dorsons Jewelry Company, man- 
ufacturer of novelty jewelry, has 
appointed Frank Best & Co., New 
York, to handle its advertising. 


BOOKLETS 


LOOK 
CATALOGS | — 
FOLDERS cost 

LESS 
SALES HELPS 
[eee uo Bea 

’ IMPROVED OFFSET 

Laurel iikocraruy 


COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 


400 CANAL STREET, NEW YORK 
WALKER 5-3030 


specifically now seems both unwise | 


and premature. Many ideas and 
devices proceed directly from war- 
time research, but it is significant 
that in the past many important 


electrical developments have begun, | 


almost accidentally, either as a by- 

product of another investigation or 

as the fruit of pure research.” 
The accelerated pace of the pres- 


ent war, compared with World War | 


I, and the multiplied opportunity 
for testing electrical devices 


factors influencing the development 
of new electrical products. 


No Jobless a Goal 


In the postwar era, companies 


must consider carefully the great | 


stumbling block of the depression— 
unemployment. 
this point: “Full employment, a 
major peacetime objective, contem- 
plates the voluntary retirement of 
‘emergency employes’ and working 
fewer shifts and shorter hours. It 
will depend, in large measure, on 
prompt and complete utilization of 
facilities as the result of good plan- 
ning. In the electrical industry, 
new products require considerable 
exploitation-time before they ac- 
count for much added employment.” 
In General Electric’s plans for the 
in 
the plans of other electric manu- 
facturers, advertising has a place. 
The G-E president declares in clos- 
“reservoirs of consumer 
wants will undoubtedly exist at 
war’s end—but they will not auto- 
matically become sound and pros- 
perous markets without aggressive 
cultivation by all of us.” 


-Cohama Launches 


Tie Campaign 

Cohn-Hall-Marx, New York, will 
launch a campaign for Cohama ties 
featuring the new Sunmaker colors 
with a four-page, four-color gate- 
fold in the January issue of Men’s 
Apparel Reporter. This will be fol- 
lowed by consumer copy, a four- 
color page, in the March Esquire. 

Pettingell & Fenton, New York, is 
the agency. 


in 
actual service, are expected to be. 


Mr. Swope says on> 


~ You-all in the West will get 


| used to 4 gallons a week... 


sand like it’! 


Don’t worry about rationing. Here’s how we adjusted ourselves. 


We've learned to know our ne 


ighbors and to be friendly with 


our fellow-passengers on trolley and busses. The widely spread 


area of Atlanta means greatly 


reduced driving of private cars 


BUT we've enjoyed business as usual, thank you, with depart- 
ment store business up and retail business up. More people 


with more money to spend live 
fore, and they do get about. 


in Atlanta today than ever be- 
They depend on The Atlanta 


JOURNAL to direct their purchases for they have confidence in 
the merchandise values they see in The JOURNAL. 


Che Atlanta Journal 


with 


i 
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The Journal Covers Dixie Like the Dew 
the LARGEST CIRCULATION IN THE SOUTH 
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January 4, 1943 


Premature publicity to the “in- 
stalment selling in reverse” plan of 
economist Rolf Nugent caused by 
widespread reporting of Henry Kai- 
ser’s postwar suggestions, has placed 
grave barriers in the way of the 
program. The United Press and the 
New York Times both published 
versions of the OPA consultant’s 
plan based on formative stage anal- 


yses in the business press last sum- | 


mer. As a result, Eugene Meyer, 
former chairman of the Federal 
Reserve Board, and publisher of the 
Washington Post, has opened a 
drive against the proposal, with 
Secretary of the Treasury Morgen- 
thau riding on his coattails. 
Secretary Morgenthau, irritated 
because the plan had been widely 


publicized before the Treasury made | S¢lling. 


an adequate study, criticized it on 
points which could have been clari- 
fied by a careful reading of Mr. Nu- 
gent’s detailed proposal. The com- 
prehensive plan, when made public 
within several weeks, will receive 
as much attention, pro and con, in 
business circles, as the Beveridge 
social security report has gained in 
political discussions. 

In its essence the plan calls for 


- Private Lines 


|diverting from inflationary pressure 
|some of the vast purchasing power 
| previously expended for automo- 
|biles, refrigerators, and other con- 
;sumers durable goods. Provisions 
/are made for keeping the rapidly | 
|disintegrating sales forces in these | 
lines at skeleton strength, and for 
|sustaining copy selling for future 
|delivery in advertising media. The 
plan has already attracted consider- 
lable attention in business circles be- 
cause it will bring an estimated four 
or five billion dollars annually into 
|\the Treasury. It has both strong 
support and violent opposition in | 
the administration. Secretary Mor- 
genthau objects strenuously to the 
|plan because it would pay a com- 
| mission to business men who do the 


. 2-3 


The Crowell-Collier Publishing 
Company will shortly announce a 
black-and-white page rate of $3,000 
\for Victory, the OWI overseas 
| propaganda magazine. The rate will 
include the services of OWI person- 
nel in translating American selling 
,copy into French, Spanish, Portu- 
|guese, and the other languages in 


ADVERTISING AGE 


Chicago Papers 
Raise Prices 
Cent per Copy 


Chicago, Dec. 30.—By next week, 
each commuter who buys a paper in 
this city as he heads for his bus, 
train or streetcar will be paying one 
more cent than he paid a year ago 
for it. On Monday of this week, the 
Sun and Tribune increased prices 
from two to three cents. Tomorrow 
the Daily News’ price will be four 
cents instead of three, and the Her- 
ald-American will follow suit on 
Monday. The fifth general news- 
paper, the Times, went from two to 


| three cents last March. 


The step, the newspapers ex- 
plained, was in line with a policy 
of either cutting down the quality 
of the newspaper or making the 
readers bear a larger proportion of 
the cost, with the latter course be- 
coming increasingly fair in an era 
of big news and dwindling linage. 


No Record Yet 


No concrete impression of the re- 
sults of the newspapers’ raising 
their prices could be gained, and the 
picture in the morning field was fur- 
ther complicated by the holiday 
season and by the capture and kill- 


| which Victory will be published. 


ing of two gangsters—with a corre- 


‘UNever Saw 
THEM Before! 


electric meters and phones 
in New York State's lowest 


millions this year. 


RECORD 


surveys and other indices show population is up 
Retail sales are up plenty, too, and will total 66 


Sell the 115,000* consumers here through 
Troy's sole dailies, the medium that reaches 
j “everybody.” Complete coverage is yours at a 
j__ single rate of only 12c per line. 


#1940 Census 


THE THE TROY RECORD 
sewsearers |THE TIMES RECORD 


All Advertising Direct 


Grocers, other retailers in Troy notice it every 
day — new customers, folks they've never seen | 
before, becoming regular patrons. 

War industries have brought many newcomers 


to the Troy A. B. C. City Zone. Gas meters, 


in service; housing 


cost major market. 


aor 


| had grown too heavy to be borne at 


— 


sponding increase in newsstand 
sales. 

In’ making the decision to raise 
prices, the Chicago papers followed 
a pattern taken by about a half of 
the newspapers of the United States 
since the war began in 1939. Ac- 
cording to a recently-published poll 
by the American Newspaper Pub- 
lishers Association, 648 newspapers 
raised their rates in 1942. 


Half Get Five Cents 


Nearly half of the newspapers 
(806) in the poll are receiving five 
cents per copy; 735 are getting three 
cents; and only 185 are selling for 
two cents. Many magazines, includ- 
ing Collier’s, Liberty and The Sat- 
urday Evening Post, increased their 
prices, doubling them in the case of 
the magazines mentioned. 

The OPA’s General Maximum 
Price Regulation, of course, specifi- 
cally exempts publications from its 
control. 

When the magazines enacted their 
per copy raises, the object was to 
pare off surplus circulation which 


existing advertising rates. The 
newspaper raise may be attributed 
to the same factor, plus the addi- 
tional item that circulation shaved 
now will aid in compliance with the 
forthcoming paper reduction order. 


May Book Serves 
to Classify the 
Basic Layouts 


Chicago, Dec. 30.—An attempt to 
classify layout, to make it easier 
for laymen in the field to grasp ba- 
sic types of layouts and adapt them 
to their purposes, is the object of 
“101 Roughs,” by Don May, art and 
layout consultant to Hoskinson, 
Rohloff & Associates. 

Mr. May has served a number of 
large advertisers, including Abbott 
Laboratories, Chicago, Burlington & 
Quincy Railroad, the Chicago Daily 
News and Hart Schaffner & Marx. 
He has lectured at Harrison Com- 
mercial Art Institute and Chicago 
School of Printing, and designed 
experimental newspaper formats 
for the Chicago Sun. 

Mr. May believes the volume is of 
primary interest to beginners in 
layout, to copywriters who want to 
know how their product will look, 
to laymen who must occasionally | 
design their own advertisements, 
designers who enjoy seeing their 
own ideas and convictions affirmed 
in print, and layout artists who are 
beginning in the profession and 
seek to build up a repertoire and 
acquire a few fundamental rules 
“to follow now but to break later.” 

Each basic type of layout is illus- 
trated and described as to adver- 
tising efficacy and visual effect. 

Describes Layout Function 


The author quotes Homer McKee 
(to whom the book is dedicated), 
vice-president of Roche, Williams & 
Cunnyngham, as follows: “Adver- 
tising is that process by which any 
project seeks to enlist public sup- 
port.” Layout, says Mr. May, is the 
visual presentation of this “process.” 

A layout becomes: (1) an ele- 
ment of showmanship for the ac- 
count executive to show his client; 
(2) a working drawing for the pro- 
duction department; (3) a sketch 
for the artist; (4) a happy marriage 
of pictures and words to the layout 
man; (4) the glorification or ruina- 
tion of his genius for the copy- 
writer; and (5) a nonentity for the 
reader—for as far as he knows, 
“ads, like kids, just grow.” 

Frederick J. Drake & Co. is the 
publisher, and “101 Roughs” sells 
for $3. 


Foley Names Steiert 

Richard A. Foley Advertising 
Agency, Philadelphia, has  ap- 
pointed Earle Steiert, former New 
York and Philadelphia free-lance 
designer, as art director. 


Discontinues Journals | 

Publication of Transit Journal | 
has been permanently discontinued | 
with the December issue, and the | 
publication of Transit Journal News 
has also been permanently discon- 
tinued with the issue of Dec. 26. 
Both 


tions. 


were McGraw-Hill publica- 


Reliance Answers 
Eisenhower in 
46 Newspapers 


Chicago, Dec. 30.—Reliance Mig. 
Company today blazoned its fee|- 
ings about receiving a cablegram 
from Lt. Gen. Dwight Eisenhower .yn 
46 newspapers of 40 cities. 

In the form of a cablegram to the 
general, the message was signed by 
Herbert G. Mayer “for the men and 
women of Reliance Mfg. Company.” 
It appeared in full-page and 96)- 
line form from coast to coast. 

Keyed by the reverse plate slo- 
gan, “Rely on Reliance,” and the 
reverse plate signature which now 
ties up all Reliance advertising 
(ADVERTISING AGE, Nov. 23), the 
copy declared: 


To Smash °42 Record 


“The best way to say ‘Thanks for 
your thoughtful cable from Africa’ 
is to pitch in, in 1943 and smash 
every record we’ve made in 1942. 

“We are proud of the privilege of 
producing parachutes for flyers, 
parachutes for paratroops and para- 
chutes for supplies. 

“We are proud to be making gar- 
ments for the Navy. 

“We are proud to be doing a big 
job for the Army and meanwhile 
maintain a volume of production of 
essential garments for men and 
women workers at home, too. 

“We will do still better and our 
entire organization of 10,000 people 
says so. We believe it’s that kind of 
spirit that you and America like to 
hear about.” 


Censorship at Work 


This copy illustrates one of the 
idiosyncrasies of military censorship 
—the obstacle, apparently, which 
keeps the public from finding out 
just what praise Gen. Eisenhower 
had for the company, and keeps 
the company from presenting the 
Eisenhower cable. Ruthrauff & 
Ryan is the agency. 


"5,000 WATTS 
DAY & NIGHT 
600 KC 
The Only Columbia 
"Station in Maryland 

Paul H. as 


i de i Bales & ‘= 
fhew York ~ Celene ~ See Femme ~ Lee Aes 


. ae 


Pe PL RO Ee ayy 


We. ew ge gtr SN ey pies ee sd Sei ee wey gow ie eae has be tee Saige: ao ot, car ae Ri ik ae Aa if yr Ris Pie; yeah: | Sim aly 
i eeerrsara he esa DMRS é : eae 2 ti RRR oI: SR SRL eg eye oe Me Ug ee le Se ae 
Mage, er, a ETSI eee “SO RRRe eer aa se eis e 3 we: ‘a ces h eae ay . . og BR itdity” 3 Ble RRM A AP Ee ah thy . ? t €S F ‘Dale 
r-¢ ae <2 a + 
TT Wee ete A: 
oe 
ye Poe 6 
—: 26 a a 
i.) ———— j ‘ 
ho / 
| 
7 — 7 ARERR EE SN A RT OE ENE TT IR A NSC TTT TES HRN TTI | 
a i; 
meen 
eet pea 
rr 
Me 
aie 
2 aA: 
Saree, 
ae 
a Ss §=—=—| -_ 
| 
' 
a lee — " DS ect ay > ii a cig a = , nae # iil a i a) ro i ical " ; = : , | 
bs i i 7 a = bas 7 ‘ ; ae ia a — i . . : 7 - A | 
=o jo sacle, ; le as 3 - i yy. " ” A - ’ eT ssi ee . 5 - PS ea i pili we 
_ eee * os q 3 aa a . 
or. ‘ - ‘ 5 a 3 * i. - bine Rae ,. By 
ee 2 7 ? v i . " —— 
‘ , bos oobi e , = 
ar ; “ e ee. —_ es } 
rt : ‘ B. 
ae : — Be. ‘3 
’ > a te 
"nt ow Wy } P a” te : 
. ; a , ~~ hy —— 4 
; ‘ 3 ; ‘ tc "bes a 
— - Po q . : ps ee ile alee <i “ : x : 
r . , . 7, ees pees: — 
4 $ Pes! 4 wa = e oe = 
Py be -. «wm ¥ — —— a7 a ee 2 _ alt 
— ¥ ° _— “ees, a a fh) ' 
/ q asa Fy 7 * . ae: in } * 7 : - ‘ ‘ 
ag ¢ : lie i 6 Bo. 4 ; 
: ce se - ' = ia - 
 * eer, ie ee a me - . , 
ys a+ 4 A s os . 7 - - . bal oo 4, “ 
q . * ue : ; : s 3 ~~ » ——— | 
aad ; z.. : , —— ae _— New. ul 
amet” a r <a Gs . 4 ye i, cat : bof, a /- 
“oe e ‘> , F , <4 a ” » > 4 ie - e® : al @ 
: 4 % . * i. i , ; - } ‘a = Be 
- aa; % s 4 — i - ii” ad 
| Sr IN Ss a > an a p : 
. . : te * . at a ~N a ig ie a : ai ® 
i. Ss : * , elie) . “e im. * . ~“ ‘ _ a ‘ 
. AD" ss a -_, a . — uf 
<i ie ; — 6S : : . : a 
is aes , : , } ; ™ ; 
lhe aul = ~ _ ¥ 
‘ aye _ : , \« 4 
4 Ne oe a te i 
~ ‘ ™ - EES, 
. | f — Sa oe 
7 a ~ be * re <i 4 ‘ 
. i fe — F - ' z i i.) 
’ a a s ¥ % @ ral “ ’ 
~ . a . * % @ 
, - , : « ” thd 
ee ty tm aa 
| Ry, eI ee ma ~_— 3 
% - > 3 7 . - a 
; ; é 4° ¢ . ‘¢ : ¥ : “a 
: y yp ” - Ta ‘ : : 7 
a 5 » : & 
| ee ("eae Kg va 
: ae, as - be > ‘ q 
wi eas 7 sal : , a 
a ea ' - “ 
——- 4 
a. | ‘. 
, 4 ‘ : 
= ak te | 
ee ee | ) e “, 
< 7. a * ¢ 
a: : 3 ; 4 
pee si on ‘¢ wi 
i fy =. > 
K ae ee Teg ‘s : : 
pes as oe ' ° 
(ae ae. . “ae be 
oe aia mee 4) 
Brecon Lae a - y “A % t 
ne enc s _ eae - 
ee - oa ee et , 
Pitt ; = , = gee a z 
j eer "| , 3 ” ate : oe iste gS ‘ 
Seats j a ae 
"AG | ——_ 
: ee : a elle gel 4 A: * 
tS. - a ia =i mi 
=<3i Behe x : a > ed ial ‘ “ 
ant eg ‘ tie eT , - . od 7 eng At \ é a2 
eg See _ = : ; . i a | 
Ree N Si: a é 
“i he a -; a 
< nee hae 
ae ee ¥ Eo . 
aan aia 
et ait hy 
sia 3 
2 Sg si : ee 
aie 2 
ie Re mime hn nF - ¥ a * ara | : ee hg 3 Ss ee ee ~~. n pes <<; a ys = . nee « egies at og U en . . Ae % ee ah a te Fr, f hs, =? Luly an 7 a: ; alae eh Soa = 7 
Ms ¥ eee <3 4 sin ae my om | ert %, LC - wt. - ‘ gh hs - ” Pa nae a hea ‘ ay hy 2 Se aoe | eee p i we pea rite rapes ‘ oor a : © ; : ? ‘ - et: 
} = x : a ee ae ee " Oe ot ete hee F F ? er ee ee .. a i. ‘ RY abs ete AEs ot: = SN, Rare zi zy ~ “sy o —ae es CoS ee el Te eg te a 


“) 


Wee A LE CR epee os 


January 4, 1943 


ADVERTISING AGE 27 


PHO TOGRAPHI q CELEBRATE DIETERICH'S TENTH YEAR WITH MENNEN COMPANY 


EVIEW OF 
WEEK 


FAMOUS MORALE DRIVE ADVERTISED 


How RCA Victor's “Beat the Promise” 
Campaign Heips Wor Praductron 


MR. DONALD NELSON, 
MEET 
MISS DOLAGHAN Ji 


Min Ghedvy Dedaghees bite eve ” 


ve 
RCA VICTOR 


‘ “ 
BAMMO CORPORATION UF AMERICA 


LET THESE VICTORY POSTERS HELP SPEED WAR PRODUCTION IN YOUR PLANT 


* fig icrory’ 
: } 7 3 . 


DD 
7 


RCA Victor, sponsor of the famous “Beat the Promise” drive among its own em- 

ployes, one of the first and most effective of all employe-morale drives, tells the 

story of its campaign briefly in a current magazine series. It also offers color 

posters used in the RCA drive to other plants, incidentally revealing that 154 
other companies are already using the RCA material. 


CHANGE OF PACE 


liow do you compare with 


Nllen... Beace... Lombardo? - me 


of—for just 2° a mile!” 


when I found I could see the 


sights I've always dreamed 


Gathered to celebrate ten years of service to Mennen Company by F. S. Dieterich, vice-president and merchandising man- 
ager, are, left to right: H. M. Kiesewetter, head of Mennen’s agency; Mr. Dieterich; Mennen advertising and sales promo- 
tion manager John H. Miller; William G. Mennen, president; and Wayne Luther, sales manager. 


EXHIBIT GIVES CLUE TO GRAPHIC ARTS' WARTIME JOB 
; i ae 


PARTHERS 
vicTorY | 


7 ee ee ee 


Hundreds of entries in the Nypen patriotic slogan contest, representing more than 22,000,000 printed pieces, indicate the 

important contribution that printing and lithography are making to the war effort. The contest was sponsored by the New 

York & Pennsylvania Company, paper producer, and entries have been received from all sections of the country. Final 

entries were presented to the board of awards just before Christmas, and winners of the $1,000 in war bond prizes will be 
announced some time this month. 


NEW YORK CENTRAL TURNS FROM TRAVEL TO WAR DEEDS 
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M. H. Hackett, Inc., agency for Regent “<4 Published os o ribute! the railroad workers of America 
cigarets, believes the handling of the AS NEW YORK CENTRAL NEW YORK CENTRAL 


three testimonials in this advertisement, 
one of a series of magazine insertions, 


THE WATER LEVEL ROUTE... YOU CAN SLEEP Invest in Victory. Buy United Siotes War Bonds and Stomps 


is “the first new handling of testimonials "Before and after” advertising of one of the nation’s leading carriers is exemplified by these two magazine ads. Prior to the war, New York Central directly solicited 
in years.” An expanded magazine list is traffic in the copy at the left, which was run in July, 1941, issues. During October and November this year, the railroad unobtrusively told its part in the war effort 


being used. (Story on Page 4.) 


in copy symbolized by the advertisement at the right. 
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ADVERTISING AGE 


“ 


LL Anizona enthusiastically. looks to 1943 as 

another record-breaking twelvemonth. For 
Anzona continues to go places! Its teeming, strategic 
industries . . . mining, cattle, lumbering, agricultural . . . 
are geared to capacity for the nation’s supreme produc- 
tion effort. Department store and independent store 
retail sales show the upward trend of business, too. The 
first ten months of 1942 indicated new “highs” in the 
making — 33% increase in dollar volume in department 
store sales (largest in the Twelfth Federal Reserve Dis- 
trict) —25% up in October retail sales (third biggest 
increase in nation). Arizona also gets more recognition 
as the foremost air training center for the United 
States Army Air Corps with new facilities announced 
that must be supported by new industries, planned for 


permanency. , Yes, Arizona expects ANOTHER 


great year. As the ‘ ‘gold nugget of western markets” 


~~; will produce profit for any advertiser. 


hoengx 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 


PUBLIC~-GAZETTE {ge04? 


RIZONA AL can show 
all-comers that Arizona 
enjoyed a civilization 
when Chris Columbus 
was playing with toy boats. For 
Oraibi, Hopi Indian town, still 
stands and life goes on as it did 
thousands of years ago. 


All-comers to Arizona are quick 
to recognize that the best results 
come from the Phoenix Republic 
and Gazette, now with the larg- 
est circulation” in its history, and 
KTAR, Arizona’s largest radio 
broadcasting station, 5,000 
watts, day and night. 


*ABC, total net paid, September 30, 1942 
Morning and Evening ....-. 66,909 
Evening and Sunday ... 74,495 


DICK LEWIS, General Manager i rt Stott 


Covera Cirizona Like y ee 
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